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Cover adapted from very excellent booklet issued by Jules Lippit 
Advertising, Inc. (specialists in Direct Mail promotions), 130 West 


42nd Street, New York 18, N. Y. Thanks to Jules for allowing us 
to use his art work. 














DELIRIUM PREMIUMS 


The use of premiums as a sales-stimulant is sky- 
rocketing, according to the advertising press, and 
is now much greater than it ever was before the 
war. It is so great, in fact, that premiums, in them- 
selves, constitute an expanding American industry 
of no small size. 

Paper plays an interesting and important role in 
this industry, for it is obviously as vital to the 
creation, manufacture, distribution, packaging, and 
advertising of premiums as it is to the production, 
packaging, and promotion of those products which 
rely upon the lure of premiums for increased sales. 


The continuing research which leads to the con- 
tinual improvement of all Mead Papers of the Mead, 
Dill & Collins, and Wheelwright lines is the premium 
offered by “Paper Makers to America” to American 
industry. It is your assurance that these multi- 
purpose papers will continue to be “the best buy 
in paper today.” 
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* * * Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, including 
such famous grades as Mead Bond; Moistrite Bond and Offset; 
Process Plate; Wheelwright Bristols and Indexes; D & C 
Black & White; and Printflex Coated Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 
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The Mead Sales Company, 230 Park Avenue, New York 17 « Sales Offices: Mead, Dill & Collins, and Wheelwright Papers « Philadelphia « Boston « Chicago « Dayton 
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THIS versatile offset press handles a wide range 





of work, including halftones and fine color jobs, 






producing excellent quality on any kind of stock 






from onion-skin to 4-ply card. It turns out better 






the many duplicating jobs. Speeds up to 5000 im- 






pressions per hour, yet simple to operate and 






economical in first cost and upkeep. 






For users wishing to prepare their own plates, 






complete ATF plate-making equipment and camera 


are available for use with the ATF Little Chief. 










sheet size 14x20 
printing areal3x19% Ask your ATF Salesman for information, or write 





American Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 


Branches in Principal Cities 






The MASON MAILMASTER.. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 
TAPE, TIME 







} e fOr 
Postal 
Shipments 


No Wrapping—No Tying, 
65 sizes—1,000,000 boxes in 
stock for immediate delivery. 
—Send for Catalogue. 

THE 


BION 


BOX COMPANY 


Main Office New York Office 
Attleboro Falls, Mass. 175 Fifth Ave. 


Factories: Attleboro Falls and Taunton, Mass. 


MANUFACTURERS OF A COMPLETE LINE 
OF SET-UP BOXES 











Professional 


MAILING 
LISTS 


Physicians, Dentists, Osteo- 
paths, Drug Stores, Nurses, 
Chiropractors, Chiropodists, 


Veterinarians, Hospitals 


® Corrected daily. 


® Stencil addressing at low 
cost. 


@ Write for count bulletins 
and prices. 


Fisher-Stevens Service, Inc. 
345 Hudson Street 
New York 14, N. Y. 
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SHORT 


NOTES 


DEPARTMENT 


> THE FIELD OF SMALL OFFSET 
techniques is very well covered in a new 
book by Richard Caruzzi called 
‘Offset Duplicator Techniques”. Really 
excellent. Ninety-six pages with 
lots of illustrations, easy-to-read copy. 
Whole book was set with typewriters to 
emphasize wide range of possibilities 
of the small offset opérator. Published 
by Harold Taylor, Ine., 101 Park Avenue. 
New York 17, N.Y. Costs $3.75. And 


worth it, 


> SPORTS APPAREL retailers recently 
received a hard cover, 32-page, 7” x 10%” 
book-catalog from S. Dennis, Ine.. 1 
East 33rd Street, New York 16,. N.Y. 
Lavishly illustrated, well layed-out, com- 
prehensive . . . the hard cover adds 
tremendously to its effectiveness. There’s 
just something about a book that keeps 
it out of the basket and up on top of the 
desk. 


Talking about hard covers . . . THE 
Reporter has just seen two books pub- 
lished by Penn Mutual Life Insurance 
Company, Independence Square, Phila- 
delphia 5, Pa. in celebration of 100th 
year. Titled “William Penn and our 
liberties” (156 pages) and a “Panorama 
of a Century” (80 pages). Both beauti- 
fully illustrated and expensively pro- 
duced. Good public relations. 


JJd 


> VACATION SCHEDULES are always 


good summer promotion pieces. One of 


the best we’ve seen is the simple but. 


roomy, 4 page, 8%" x 11” blank from 
Jack’s Letter Service, Inc., 135 West 
Wells Street, Milwaukee 3, Wisconsin. 
Single fold. Opens up for schedule. Back 
page tells about Jack’s services. Sup- 
plied in any quantity to customers. 


dJe 


> “PAMPHLETS THAT PULL”... is 
the title of a 7%” x 10%”, 36-page book- 
let written by Alexander L. Crosby and 
just published by the National Publicity 
Council for Health and Welfare Services, 
Inc., 130 East 22nd Street, New York 10. 
The price is $1.00. It is an informal, 
how-to-do-it exposition on writing and 
designing promotional pieces. It is 
slanted for the guidance of social agency 
executives who are responsible for the 
big job of gaining public understanding 
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and support. But, its sound advice is 
winning praise from people in _ other 
fields of promotional work. 


JJd 


> A TRICK TAG, 34'x6%4", was sent 
out by Radio Centre, 37-65 74th Street, 
Jackson Heights, New York. On side of 
tag is a puzzle . .. perforated section 
that can be detached to form a letter 
“T”. Then copy of tag suggests that “it’s 
no puzzle to find the best radio service 


JJ 


> BOOKS BY OFFSET Lithography, 
Inc., 1 Madison Avenue, New York 10, 
N.Y. has published its 1948 catalog. 
Good looking. The 36-page, 82" x 10%”, 
two-color, litho booklet desctibes and 
pictures winners in the 1948 travelling 
exhibit. Complete information is given 


for each book. 


> “THE DOW DIAMOND” (hm. of 
Dow Chemical Co., Midland, Michigan) 
has again used scented ink . . . this time 
a floral specialty prepared for the ocea- 
sion by the Dow Aromatics Laboratory. 
Pleasant smelling, too. If you readers 
use scented inks . .. be sure to let us 
see (and smell) ’em. We had a lot of fun 
printing the February issue of THE 


REPORTER. 
JJ 


>I. JABLOW & COMPANY (manu- 
facturers of children’s shirts), 1107 
Broadway, New York 10, N.Y. fosters 
good customer relations by remembering 
birthdays of clients’ children. Four 
thousand kids between the ages of 3 and 
15 receive the 3-color folder, 4%" x 
5%”, which opens in four consecutive 
steps to 19” x 23”. Each step reveals 
greetings from different foreign coun- 
tries. When completely opened, there 
are pictures of two Jablow executives, 
with copy reading . .. “and from the 
good old U.S. A., Uncle Dave and Uncle 
Al say Happy Birthday”. Space for 
brushing in name of child. Understand 
the kids tack them up on their walls .. . 
they like °em so much. 


(Continued on page 32) 

















REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
e LESS EXPENSIVELY 
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The REPLY 


is IN 
THE LETTER 


NATIONAL ADVERTISERS SAY: 


“Our Reply-O Letters ‘‘An elaborate broadside 
produce between 18% with return postcard en- 
and 32% replies. We closed produced 8% re- 
have been able to trace turns. The Reply-O follow- 
$13 millions in business vp produced 24% from the 
from an expenditure of same list.'’ 

$27,000.00 The Mathieson Alkali 


ted 
New England Mutual Works, Incorporate 
Life Insurance Company 


‘Up to the present 
writing, the score 
stands: Reply-O — 189 
orders against the ordi- 
nary letter—98 orders.'’ 
Borden's Milk 


To save you time, send along the fol- 
lowing information when you request 
samples. 

Frequency of mailings. 

Average size of mailings. 

Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 








REPLY-0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 











Summer 
Complaints 


OF 





Dog Day 
Gripes 


A 
report 
by 
Henry Hoke 





Why must commer- 
cial mail users pay 
publisher's freight? 





It may be the heat . . . but this 
reporter is in a bad humor about a 
number of “things”. August, with 
all of its inconveniences, is a good 
month to spill over about some pet 
gripes. 


Of course, election years are trying 
for business. This year is no excep- 
tion. But we won't get involved in 
a political discussion. 


But all Direct Mail people should 
take a hefty crack at The Congress. 
With all members of the lower House 
up for reelection . . . now would be 
a good time for users of the mail to 
flood the mail with letters to Con- 
gressmen . .. slapping them in no 
uncertain terms for their unstates- 
manlike action in jamming thru an 
atrocious, last-minute postal rate 


changing bill. 


The surprise action of both Houses 
in attaching rate changes to em- 
ployees pay increases . . . violated all 
the rules of good sense. About as 
much careful thinking as could be 
expected from a bunch of school 
boys rushing away for a holiday. 


Ed Mayer covered the story in his 
column last month . . . but he did 
not emphasize strongly enough the 
disgraceful side-stepping to “avoid 
controversy in an election year. 


Everyone had been presuming that 
rate fixing in the future would be 
handled by an orderly Postal Com- 
mission . . . but those plans went out 
of the window quickly. 


The sad truth is that The Congress 
wanted to jam something thru at the 
last minute . . . but didn’t have the 
courage to face the real issue. 


Nearly HALF the annual postal 
deficit is caused by the low rates on 
second class mail. Deficit last year 
on second class was one hundred and 
fifty-eight million dollars. The def- 
icit on third class was less than half 
that amount. And everyone in the 
know knows that third class helps to 
stimulate and increase the huge profit 
on first class (by returns, orders, 
correspondence, etc. ) 


Simple mathematics or economics 
should indicate that the class of mail 
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responsible for the greatest loss 
should get the greatest increase. But 
in order to “avoid controversy” 
second class was skipped entirely by 
the adjournment-seeking Congress- 
men. Afraid of the howls from news- 
papers and magazines. 


Many _ broadminded publishers 
think that the present subsidy on 
second class mail is indecent and dis- 
graceful. No publisher would go out 
of business if the present rates were 


doubled. 


But don’t step on the toes of the 
publishers! Not in an election year! 
Tax the guys who can’t howl loud. 
The little business men. Increase the 
services to the average citizen... 
parcel post, money order, registering. 
etc. But don’t mention the big loss 
producer . . . second class, which in 
most cases gets preferential treat- 
ment. 


Here is something very real to 
gripe about to your Congressmen .. . 
during hot dog-days and right up to 
election time. 


Ask them: “How come no Postal 
Rate Commission; how come no in- 
crease to offset the 158 million dollar 
loss in second class; how come the 
average commercial users of the mail 
have to pay the freight for the pub- 
lishers?” 


Do some griping by mail. It might 
do some good. 


S.E.P. ad caught way 
off base in _ silly 
argument 





Now here’s another GRIPE. I’ve 
always admired the high calibre ad- 
vertising of the Curtis Publishing 
Company of Philadelphia. “Don’t 
underestimate the power of a woman’ 

. and similar classics. But last 
month the advertising and promotion 
department of the Saturday Evening 
Post sure fell flat on its face... and 
rolled into the gutter. It ran a full 
page ad in the S.E.P. and in adver- 
tising publications “toward a better 
understanding of what advertising is 
—and does”. Top half of ad showed 
picture of hands holding check (To 
S.E.P. for $11,200.00). 


Here’s the copy which appeared 
under picture (see illustration). Read 
it carefully: 
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A page advertisement costs a Post adver- 
iser $11,200 per issue. Seems like a lot of 
money, doesn’t it? 


But wait a minute. A single page, such 
= the one you are now reading, costs the 
idvertiser less than 4 of a cent. For the 
al price of an advertisement in each 
ypy of the Post is $11,200 divided by the 
tal number of copies published each 
veek—about four million. 


If more than one member of your family 
-hould read this advertisement, then the 
ost per reader would be but a portion 
f this ‘4 of a cent. 


Compare this with the cost of mailing 
sur million postcards carrying an adver- 
ising message. Postage alone would be 
*40.000—plus what would probably be 
nother $40,000 for printing, addressing 
ind handling. In other words, many times 
ne cost of this large-size Post page. 


And where else could an advertiser pos- 
ibly meet the four million leading Ameri- 
an families? For these regular Post-read- 
ng families are vitally interested in the 
best in contemporary fiction, articles and 
iumor. And they read the advertising 
pages to keep abreast of the new and 
better products so much a part of the 
\merican way of life. 


And how else could a sales message 
reach this selective group on the same 
day in every city, town and village in the 
nation? 


So you see, an advertisement in the 
Post not only costs so very little, but it is 
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the quickest, most selective method of 
carrying a message. 


And of utmost importance to you, history 
shows that as the products you read about 
on these pages are used by more and more 
people, the cost to you becomes less and 
ess. 


To add insult to injury, Advertis- 
ing Manager Glenn Gundell sent 
reprints to Agencies and Advertisers 
with a multigraphed letter. First 
paragraph read: 

The attached message could easily have 
been written by any one of thousands of 
advertising experts. It is a story that has 
been told and retold tens of thousands of 
times by advertising men everywhere. Yet, 
to the best of our knowledge, this is the 
first time the story has been told in print 
in this concrete, easy-to-understand form. 


Shades of Arthur Brisbane! First 
time story has been told? 


Back in the 1920's, the late 
columnist Arthur Brisbane at least 
once a year brought out the same 
story from its mothballs. He attack- 
ed circularizing . . . Direct Mail. 
Made same comparison of cost of 
postal cards compared with space in 
the Hearst American Weekly. 


This reporter wrote an answer to 
Brisbane back in 1930. It was widely 


quoted. The publishers gradually 
dropped their asinine attacks on 


Direct Mail. 


The answer to the silly argument 
in the S.E.P. ad is so simple. Who 
in hell would want to mail a postal 
card to the four million S.E.P. sub- 
scribers? There isn’t any basis for 
comparison. Direct Mail is selective. 
Space advertising is mass coverage. 
Direct Mail arrives alone. Space ads 
arrive sandwiched in between editor- 
ial and other ads. Readership for 
each ad is problematical. The Direct 
Mail operator may need to reach only 
500 or 5000 of the Post’s circula- 
tion. Those can be reached by postal 
cards or by letters a damn sight more 
economically than $11,200.00. 


Let’s not have a return to the old 
days of silly competitive fights be- 
tween the media. Let’s not try to be 
pontifical in comparing things which 
are not comparable. There isn’t any 
fight between space and Direct Mail. 
The Saturday Evening Post promo- 
ters, of all people, should not stoop 
to fighting “competition” unfairly. 
And especially now when the second 
class publishers are getting an even 
greater Government subsidy at the 
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expense of the users of Direct Mail. 
The S.E.P. is NOT paying its fair 
share of the annual postal cost. It is 
helping to contribute to a 158 million 
dollar loss. 


| hope someone will reprint this 
gripe and mail it to the Agencies and 
Advertisers who received the S.E.P. 
reprint. Reprinting permissible with- 
out restrictions. . 


Royal Electrotype ad 
an insult to their 
customers 





There seems to be a recurrence of 
back-biting advertising. I don’t like 
to see it in the Graphic Arts field. | 
may be criticized for naming names 

. but the story isn’t any good 
without names. 


The Royal Electrotype Company of 
Philadelphia is doing the Graphic 
Arts business no good . by its 
series of thoughtless advertisements 
appearing in the advertising and 
trade magazines. Royal copywriters 
mount their white horses to “protect” 
letterpress printing. No other pro- 
cess can be as good as letterpress 
because it was first . . . because it 
took hundreds of years to develop. 
“Substitutes” should be shunned . . . 
so say the Royal crusaders. 


Don’t use planes, I suppose, be- 
cause the railroads came first. Don’t 
use automobiles because ,the horse 
and buggy came first. 


Royal has a right to grind its own 
axe. But why knock competition and 
progress? Royal officials might be 
surprised to know how many people 
are complaining about their copy. 
Even “letterpress people” . . . who 
know that thoughtless back-biting is 
a boost for competition. Royal copy- 
writers should be subsidized and paid 
good money by the Lithographers 
Association. By their crude attacks 
on “substitutes” they are helping to 
stimulate the fast growing use of 
lithography. Advertising people are 
just not that dumb . . . to fall for 
silly competitive argument. And 
Royal apparently forgets that their 
copy insults the intelligence of a 
large segment of their customers. 
Most of the big producers in the 
country operate both letterpress and 
lithographic departments. 


Isn’t it about time for the Graphic 
Arts field to grow up? Printing is 

. . printing. There are different 
processes of printing. There’s usually 
a “best” or most practical process for 
each job. Just the same as in the 
broad field of advertising . . . there 
is usually a best medium for each 
job. 


Radio . . . the political 
speeches . . . conven- 
tion hokum 





I have quite a list of other summer 
complaints . . . but like George Kin- 
ter, this reporter is beginning to feel 
better now that he’s gotten the major 
gripes out of his system. 
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Borrowing again from “Standard Time,” h.m. of The Siandard Envelope Mfg. Co.., 
1600 East 30th Street. Cleveland 14, Ohio. 
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I could rant and rave about the 
radio commercials used to promote 
my favorite cigarette. I’ve smoked 
Pall Mall’s for many, many years. 
But I’ve been tempted to switch to 
anything and turn-off the irritating 
“so outstanding . . . so outstanding 

. so outstanding”. I could rant 
and rave about the ranting and raving 
of the political speeches coming over 
the air. The technique is contagious. 
Convention speakers, Ad Club speak- 
ers are ranting and raving, too. Let's 
hope the D.M.A.A. Convention 
speakers will cut out the bunk and 
hokum and get down to brass tacks 


talks. Short, helpful talks. 


And a few more 
summer complaints 
... costs and rackets 





I won't even get started on griping 
about high printing costs. Every- 
thing is going up. The Congress 
which plastered us with increased 
postal rates doesn’t seem to care a 
hang about halting rising costs. I 
am, naturally, worried about printing 
costs. I’ve struggled to keep our 
subscription price at the same figure 
it was when we started. But, I may 
be forced to make a change. 


I could gripe a little about an 
increase in patent racket cases in 
Direct Mail . . . but we'll get to that 
later on if the situation becomes 
worse. For those who are worried 
about “infringements” .. . I'll refer 
you to a number of articles which 
appeared in the 1938 issues of THE 
REPORTER. 


This should be enough of hot 
weather complaining. Next month .. . 
well be full of pep and vinegar. 
Optimistic! Looking forward to the 
Direct Mail Convention. 


Next month youll get our 
Convention issue. It is something 
to be optimistic about. In spite of 
the heat and the election year, our 
new and young blooded advertising 
department has sold more space than 
for any previous issue of this maga- 
zine. So it will be our biggest and 
best. Nothing to gripe about there. 


H. H. 
m> ANY REPORTER readers thinking of 


buying a used car? Sorry we can’t offer 
you the auto ... but a new book just 
hit the market called “How to be an 
Expert Car Buyer”. Its. by W. J. K. 
Cummings, Cummings Enterprises. The 
Keystone State Building, Philadelphia. 
Pa. Costs $1.00. 
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When I left Rutherford’s, it was still 
raining pretty hard. So I decided to 
make some calls in the building. 

The first place I wentin had Feragile 
Specialties Co. on the door, one-room 
office, shabby and bare. . . not enough 
in it for a small fire sale. Not even if 
you threw in Miss Whoozis—I never 
did learn her name. Aside from big 
brown eyes like a cocker spaniel’s, she 
was just another girl salesmen forget. 
And Heaven help me—she lisped! 

‘““Mither Feragile ith out. What ith 
it, pleathe?”’ 

I figured a sale in that place as likely 
as finding a pearl in a table d’hote oyster. 
But practice never hurt anybody. So I 
uncovered the RH and went into theact. 

‘“Oh—a pothtage meter. Thath the 
machine that printh pothtage, ithn’t it?” 

I did it by the book, checked over 
all the advantages . . . the convenience 
of postage always available in the 


PrTNEY-BOweES Fostage Meter 


meter, protected from loss, theft or 
damage . . . showed her how easy it was 
to print a stamp for any amount, for 
any kind of mail right on the envelope, 
with a dated postmark—and have the 
envelope flap sealed at the same time 
... how the meter did its own accounting 
... Stressed the ease and speed of meter 
mailing . . . instead of keeping loose 
stamps on hand, licking and sticking 
... pointed out how metered mail saved 
time in the postoffice because it didn’t 
require postmarking and cancelling... 


L, was the full treatment—just as 
if she was The National Amalgamated 
with 4,000 branch offices. | must say 
the girl was a good listener. 

‘*Thankth very much. I'll tell Mither 
Feragile,” she says, and goes back to 
beating the Underwood. 

Just like that! So I picked up my 
marbles and got out. It had stopped 


PITNEY-BOWES, Inc., 2055 Pacific St.. Stamford. Conn. 


> Originators of Metered Mail. Largest makers of mailing machines. Branches in 93 cities in the United States & Canada * 

























raining and there was a really warm 
prospect in the next block. 


Weir. the next Monday morning 
you could have shot me for a rug! In 
the mail comes a requisition for one 
RH Model from Feragile Specialties 
Co. Signed Franklin F. Feragile, Pres. 
. .. She certainly must have told him! 

When I make delivery of that meter, 
with it is going my sincerest apologies 
to Miss Whoozis—plus a flock of 
flowers from the flossiest florist in 
town! And from now on, small offices 
will not be passed over lightly by me 
. . . If you stop to think about it— 
nobody appreciates a postage meter 
more than the girl in a one-girl office! 


Wauatever KIND of an office yours is, 
there’s a Pitney-Bowes postage 
meterforit!Callorwritefor 4 
illustrated booklet. 















‘To Make 
Letters 
Better 





Here Is a Basic Formula Which Well Deserves Repeating 
To Help You Write Better Letters 


Last October, the editor of THE 
REPORTER was the wind-up speaker 
at the 26th Annual Convention of the 
Mail Advertising Service Association. 
He talked about the simplest of all 
direct mail formats . . . the letter. 
He gave the simple rules for better 
letters which he has given before 
many advertising clubs and business 
groups around the country. 


In conclusion, he urged the mem- 
bers of the Mail Advertising Service 
Association to go out in 1948 and 
promote the improvement of letter 
writing. He urged lettershops to 
reproduce the simple formulas and 
to send them to their customers and 
prospects. 


John J. Patafio, president, Am- 
bassador Letter Service Company, 11 
Stone Street, New York 4, N. Y. 
seems to be the first member of the 
MASA in the country to take a dose 
of the prescription, and he did it 
with a wallop. To help celebrate 
Ambassador’s 26th year, John sent 
an automatically typewritten letter to 
“his list” . . . telling about formulas 
for better letters. 


Enclosed with the letter was a super 
attractive folder measuring 4” x 
914”. It was printed on laminated 
paper with glossy black on outside 
and white inside. Overprinted in 
silver on the black stock in theatrical 
typography and illustration was the 
title, “Aida is More Than an Opera 
by Verdi.” Even though we have 
printed most of our speech-making 
formulas before, we will now repro- 
duce all of John’s copy on the inside 
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of his folder. John did an excellent 
job of reorganizing the material for 
his own good purposes. 


AIDA 
Is a Tried Formula for Writing Effective 
SALES LETTERS 


Keep these 4 important letters in mind. 
Let AIDA guide you in preparing real 
selling copy! 


ATTENTION— 


Opening Paragraph: First sentence (head 
line) should get desire as well as atten- 
tion. Five points to remember in planning 
headlines: 


1. “Sell the sizzle—not the steak”—Sell the 
smell, not the rose. Appeal to the 
imagination. 

2. “Don’t write—telegraph.” Telegraph 
your thoughts. Cut out the useless 
words. 

3. “Say it with flowers.” Be nice. 
use objectionable words. 

4. Don’t ask “IF”—ask “WHICH.” Try 

to make it a “WHICH” proposition, not 

an “IF” proposition. 

Watch your bark. Don’t 

your prospects in letters. 

them—flatter. 


Don’t 


wu 


growl at 
Be nice to 


Either ask a question or make a state- 
ment, 


If a question—ask one which cannot be 
answered “yes” or “no,” so reader can’t 
brush you off quickly. If you cannot avoid 
it—make it a “yes” question. 


If you make a statement, it should con- 
tain a fact which is (a) new, (b) dif- 
ferent or (c) interesting. 


INTEREST— 


You must make your letters so interest- 
ing that they will overcome the natural 
laziness of the reader and really compete 
with others who are trying to get his 
dollars. 


4. Special features. 





. Inspirational lead in—appeal to the 
emotions. 


2. Give a clear, concise definition of the 


product or service. 


3. Be positive. Say what you mean positively 


and avoid unnecessary explanations. 


What are the special 
features about the product or service 
which will be of help to the person 
reading the letter. 


DESIRE— 


Appeal to the emotions. Be dramatic. 
What we feel about a product, a service or 
a cause influences us to spend our money. 
Very few people spend money because of 
what they think. 


1. Give some little success story about the 
use of the product or service. 


2. Testimonials and endorsements are still 
good. 


3. Statement of value—a definite statement 
of value to reader of the letter. 


ACTION— 


Tell prospect what to do. When you get 
down to the most important part of the 
letter (action closer) do not forget why 
you are writing the letter. Do not leave 
the reader hanging out on a limb—tell 
him what to do .. . Sign order blank, 
fill-in inquiry card, initial letter, send check, 
make reservations, etc. 





P.S. The most important part of a 
successful letter is the P. S. The letter 
with a P. S. usually outpulls the letter with- 
out it. The P. S. should rephrase the 
headline or first paragraph. Or high spot 
some one important point of your offer. 


BLUE PENCIL—use freely on (1) Use- 
less words that don’t count toward final 
effect desired, (2) Offensive words (“I,” 
“we,” “our,” “us,” “me,” “my” and phrases 
preceding and including “that”). (3) 
Incorrect expression of thought. (4) Im- 
proper arrangement of words. (5) $5.00 
or Sunday words—use every day words— 
one syllable words preferred. (6) Hack- 
neyed expressions from horse-and-buggy 
days, “In reply to,” “we beg to state,” 
“we beg to remain,” etc. 


BEST FORMAT for return pulling copy 


—a. Letter. b. An informative circular. 
c. An order form. d. A business reply 
envelope. 


(Compiled from talk by Henry Hoke, 
Editor and Publisher of THe Reporter and 
other sources by John J. Patafio, President 
of Ambassador Letter Service Co., Neu 
York City.) 


We think the Ambassador Lette: 
Service mailing is a good example ot 
the correct way to promote a more 
intelligent and a wider use of good 
letters. It should furnish the back- 
bone for a nation-wide public rela- 
tions job by the entire mail advertis- 
ing service industry. 
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Columbian String-Ties’... 
First-class ties for third-class mailings . . . on of 
off in a second . . . can be used over and over again 
. . « longer life and stronger than elastic bands. 


4 For free samples write to 

‘auf UNITED STATES ENVELOPE CO. 
General Offices—Springfield 2, Massachusetts 
DIVISION FROM COAST TO COAST 
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DETACH a Columbian String-Tie from WRAP the string around the bundle, | WRITE the destination on the label — 


How to speed up 
bulk mailings 


Now you can send out 3rd class bulk mail 
ings faster—tie and label your city and state 
bundles in less time. 

With Columbian String-Ties, you make 
up a bundle with little more than a twist of 
the wrist. No groping for bits of cord, no 
fumbling with knots, no labeling difficulties; 
in fact no trouble at all. Just detach a String- 
Tie from the perforated roil of 500. In one 
piece, you have a 2” x 3” blank label, wrap- 
around button fastener, and 25” non-slip 
string . . . other lengths on special order. 

Hold a stack of mailing pieces in one 
hand .. . wrap the string around it. Then, 
a few deft loops around the button fastener 
— and there’s your bundle with blank label 
attached, ready for inscription. That's all 
there is to it! 

Proved by years of other uses, Columbian 
String-Ties are first-class ties for third-class 
mailings. Inexpensive, too! Your paper 


merchant or stationer has them in stock. 
*Parent 2,382,143 


the handy roll. String, label, fastener loop the end around the button. Bundle — and the bundle’s ready to go. Here's a 
are al! one piece, instantly ready to use. won't come apart if roughly handled. way to speed up mailings, cut costs. 


Oe 
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Maybe you remember (this ) 


ad/ Bver since it ran; 





tied the stacks only 
Around the girth. 


THE BOSS made a new 
picture ) below) to show 
how bulk mail should be 
tiedx, and told me i 

Had to apologize. I sure 
am sorry'! The truth is, 
tho/ # that String Ties are 
swell for getting out the 
mais mail ** even when you 
tie them right (length and 
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Better Letters, Too 


An Interesting Comparison Between Good Letter 
Writing and Good Public Speaking 


By: GLENN WELCH 


“I can write better business letters 
since I became a Toastmaster,” Chet 
told his friend Brick, who has suc- 
cessfully resisted all of the former’s 
efforts to get him to join Toast- 
masters. 


“Better letters!”” echoed the re- 
luctant one in surprise. “I thought— 
say, how can speech making become 
letter writing? You mean that Toast- 
masters is a sort of cure-all for 
educational defects in general?” 


Chet seized his opportunity. 


“Speech making provides a pattern 
which the writer of business letters 
cannot afford to ignore.” Brick was 
impressed, if not convinced. Chet 
continued. 


“A good business letter is just a 
sales talk in writing. It is built in 
the same way. A speech consists of 
an opening, a body, and a conclusion. 
So does a letter. 


“In preparing a speech one asks, 
‘Do I wish to explain, entertain, in- 
form, persuade, or sell a_ certain 
idea?’ Before writing a letter, | 
ask myself, ‘Is it to explain the 
policies of my company or to sell a 
certain type of service? Is it to 
inform of newly adopted practices or 
to persuade a recalcitrant customer to 
pay his long past due account? Is 
there an opportunity to be entertain- 
ing as well as informative?’ What- 
ever the purpose of the letter, | find 
much assistance in the allied art of 
speech. 


“Second, | organize before I write. 
The ending or climax is decided at 
the very beginning. The final para- 
graph will determine whether or not 
the letter will accomplish its purpose. 


“Third, my opening paragraph 
must arouse the interest of the reader, 
just as the opening statement of a 
speech must grasp the attention of 





Reporter's Note: Here’s an article by 
Glenn Welch which appeared in the 
June “Toastmaster” magazine, Santa 
Ana, California. It’s the official pub- 
lication of Toastmasters International. 
Sent to us by Wilbur M. Smith, 
Administrative Associate accom- 
panied by this letter: 


Dear Mr. Hoke: 


You will be glad to know that the 
members of our office staff are avid 
readers of your publication, The Re- 
porter of Direct Mail Advertising. Your 
magazine gives us many splendid ideas 
which are valuable to our organization, 
‘Toastmasters International. 


While the main purpose of a Toast- 
masters Club is to improve its members 
in speech, we offer many by-products 
through speech education and _ leader- 
ship training. One of these by-products 
is better letter writing. We maintain 





that speaking and writing are allied 
arts and that improvement in one 
should mean improvement in the other. 
It is obvious, then, why we are enthu- 
siastic about the article by Howard 
Dana Shaw entitled “Some Horrible Ex- 
amples | Have Met” (June Reporte). 


You will be interested in reading an 
article in The Toastmaster, by Glenn 
Welch, entitled “Better Letters, Too.” 


Mr. Shaw gave us examples of hor- 
rible letter writing. We could relate 
some horrible examples of speeches 
delivered by otherwise good, solid 
businessmen, but we won't. The im- 
portant point is that we train men to 
improve themselves through speech, 
while you do the same thing by writing; 
consequently, we stand on common 
ground, Is it any wonder we enjoy your 
magazine and think it “tops”? 


Sincerely yours, 
(signed) Wilbur M. Smith 











an audience. The old ‘Yours of the 
17th instant duly received and in 
reply thereto, etc.’ is out. The cus- 
tomer knows that, why else would 
I be replying? In speaking, I want 
my audience to open up the ears and 
listen; in letter writing I want the 
reader to open the letter and read. 


“Fourth, I fill in the body of the 
letter with illustrations, quotations. 
or hard facts pertinent to the subject 
matter, just as in a speech. [ hit 
each point with a direct body blow 
and stop. I must not be too verbose. 


“Fifth, I give my letter a com- 
plete checking, analyzing and criti- 
cizing, just as I have learned to 
evaluate speeches. The original may 
fill the bill; often it is only a good 
work sheet. Redundant words, trite 
phrases and ambiguous statements 
are deleted. A good speech or a good 
letter flows serenely on, without any 
lateral eddies. 


“One seemingly impossible prob- 
lem which confronts a new Toast- 
master is to make a six-minute talk 
on a subject on which he thinks he 
should dwell an hour. By applying 
the suggestions coming from speech 
evaluation and speech training in 
conciseness, I have learned to tighten 
up my letters to half their former 
length. Most of these things become 
automatic after a surprisingly small 
amount of practice. It is only the 
most difficult letters that I first write 
out; the rest are dictated. 


“My speech training has taught 
me to put my personality into busi- 
ness letters. It has taught me to 
appraise carefully the person or firm 
to whom the letter is addressed, just 
as in making a speech I must know 
my audience. I most certainly do 
not write the same type of letter to 
the Rev. John Ikemire as [ do to 
Charles Egan, automotive engineer. 
Neither would I speak to a gathering 
of telephone linemen as | would to 


a Parent-Teacher group. We must 
give letters personality! Never let 


them become stereotyped! 


“Because of this training, I can 
speak creditably now where it was 
impossible before—and I’m a better 
letter writer and better business man. 
For that ’'m humbly grateful.” 


“You've finally sold me,” the 
listener conceded. “Do you suppose 
there is room in your club for me?” 
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Be sure that your selling plans 
include direct mail contacts with your 
customers...old, new and prospective. 


They're making plans themselves, 
and they want to hear about yours 
... maybe they’ve already heard 
about your competitor's. 


Tell them about your products and 
your sales plans! Keep your bid 
for business in active circulation. 


Regardless of what you sell, and 

the extent of your sales force... let the 
“MAIL” Salesman travel for you. 
There are 90,000 Postmen calling daily 
on the very people you want 

to reach. Use them! 


or cucry business “se 


‘TENSION ENVELOPE CORP. 


New York 14, N.Y. @ St. Louis 10, Mo. © Minneapolis 1, Minn. e Des Moines 14, lowa 
Kansas City 8, Mo. @ Sales Office: Chicago 10, Ill. 


TRADE aan REGISTERE™ 





1948 DMAA CONVENTION—PHILADELPHIA 


WHAT, WHY, WHEN 
HOW, WHERE, WHO 


That's the theme of the 31st Annual 
Convention of the Direct Mail Adver- 
tising Association. 


The dates: September 29th. 30th 
and October Ist. 1948. 
The place: Benjamin Franklin 


Hotel, Philadelphia. 


Important: If you want hotel 
reservations ... better write immedi- 
ately to the hotel. 


The Cost: The DMAA board is 
introducing a novel packaged regis- 
tration piece. To members . . . the 


cost is a flat $25.00. which includes 
all sessions. 2 luncheons. the cock- 
tail party and buffet supper. Even 
includes tips. 


For non-members (and they are 
welcome too) ... the complete pack- 
age will cost $35.00, which includes 
all convention activities plus a three 
month trial membership with all 
privileges and benefits. 


This reporter has seen the program. 
It is good. General Chairman Earle 
Buckley wants to hold off releasing 
complete schedule until all speakers 
have accepted. You'll get it soon 





Philadelphia Bindery, Inc. 
Pitney-Bowes, Inc. 

Bourges, Incorporated 
Underwood Corporation 

Beck Engraving Company 

B. H. Bunn Co., Inc. 

The Drake Press 

Stecher-Traung Lithograph Corp. 
Mohawk Paper Mills, Inc. 
International Business Machines Corp. 
Graphic Publishing Co., Inc. 
American Automatic Typewriter Corp. 
Remington Rand, Inc. 

The Hewig Company 

Ralph C. Coxhead Corp. 

Colton Press 

American Type Founders Sales Corp. 
Harris-Seybold Company 

Royal Typewriter Co., Inc. 

Envelope Mfrs. Assn. of America 
Eureka Specialty Printing Co. 

Evans Specialty Company 


Elliott Addressing Machine Co. 
Curtis 1000, Incorporated 
Russell E. Baum 

Reply-O Products, Inc. 

D. H. Ahrend Company 
Seal-O-Matic Machine Company 
Gordon Advertising Service 
Mosely Selective List Service 
Garfield’s 





468 Fourth Ave. 

200 Elmora Ave. 

4510 East 71st St. 

2 Park Ave. 

521 Fifth Ave. 

530 Electric St. 

407 North Munford St. 


143 Albany St. 

Capitol Ave. & Flower St. 
615 Chestnut St. 

150 West 22nd St. 

325 East 44th St. 

South Hackensack 

621 North Dearborn St. 
38 Newbury St. 

15 West 37th St. 


List of DMAA Exhibitors to Date 


256 North Third St. 
723 Pacific St. 

. 106 Fifth Ave. 
1 Park Ave. 
108 South 7th St. 
7605 Vincennes Ave. 
333 South Broad St. 
274 North Goodman St. 
465 Saratoga St. 


Philadelphia, Pa. 
Stamford, Conn. 
New York 11, N. Y. 
New York 16, N. Y. 
Philadelphia 6, Pa. 
Chicago 20, Ill. 
Philadelphia 7, Pa. 
Rochester 7, N. Y. 
Cohoes, N. Y. 


590 Madison Ave. New York 22, N. Y. 
22 Bond St. New York 12, N. Y. 
614 North Carpenter St. Chicago 22, Ill. 

315 Fourth Ave. New York 10, N. Y. 
45 West 45th St. New York 19, N. Y. 
333 Ave. of the Americas New York 14, N. Y. 


New York, N. Y. 
Elizabeth B, N. J. 
Cleveland 5, Ohio 
New York 16, N. Y. 
New York 17, N. Y. 
Scranton 9, Pa. 
Richmond 20, Va. 


Appleton Coated Paper Co. Appleton Wisconsin 
Robotyper Corporation 18050 Ryan Road Detroit 12, Mich. 
Wrenn Paper Company Middletown Ohio 


Cambridge, Mass. 
Hartford 6, Conn. 
Philadelphia 6, Pa. 
New York 11, N. Y. 
New York 17, N. Y. 
New Jersey 

Chicago 10, Ill. 
Boston 16, Mass. 
New York 18, N. Y. 
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through the mail. Entire program 
will appear in Convention issue of 
THE REPORTER . . . out September 
10th. 


But here is summarized description 
of what will happen during the three 
days in Philadelphia. 


First Day——Registration desk opens 
at 9 a.m. Wednesday, September 
29th. Commercial Exhibits and first 
showing of 1948 prize-winning Direct 
Mail Campaign open at 9:30 a.m. 
Balance of morning free for study of 
displays and meetings with friends. 


Opening luncheon at 12:30 with 
an outstanding speaker. Luncheon 
will be followed by presentation of 
1948 Direct Mail awards. a_ short 
business meeting, an important talk 
on “What's Ahead for Direct Adver- 
tising” and a round table discussion. 
The Get-Acquainted Cocktail Party 
will be held from 5:00 to 7:00 p.m. 


Second Day—Thursday, two 
dynamic meetings will feature top- 
flight speakers on the What, Why. 
When, How, Where, Who answers to 
Profitable Direct Advertising in 1949. 
These meetings will thoroughly cover 
every phase of Direct Advertising, 
with question and answer periods 
following each talk. 


Successful Direct Mail campaign 
case histories, operations and results 
will be analyzed by experts. Facts 
will be presented on current trends 
and the outlook for 1949—in plan- 
ning, production, timing and mailing 
list maintenance. A buffet supper and 
entertainment will be the feature of 
the evening. 


Third Day—Friday morning will 
be devoted to a series of Depart- 
mental Conferences on five vital sub- 


jects: 1—Mail Order; 2—-Fund Rais- 
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ng and Public Relations; 3—Indus- 


rial: 4—-House Organs; 5—Funda- 


mentals. At luncheon there will be a 


iationally known guest speaker. 


In the afternoon, a panel of experts 
vill answer all questions on copy- 


\riting, art, production, paper selec- 
‘ion, postal regulations, public rela- 


ions, mail-order selling, printing. 


The Commercial Exhibits are shap- 
ig up into a big show. At press 
me the companies listed on opposite 
age had signed up to display their 
-ares and services. 

The Reporter staff will be on 
‘and as usual... or more so. We'll 
over the Convention from A to Z. 


Drop around and see us in our 
ieadquarters (wherever that turns 
ut to be). 


H. H. 


EXPANDING 
DIRECT MAIL 
POSSIBILITIES 


Here’s a new wrinkle to put across 


a “hidden message.” We received 


from Armstrong Associates, 17 East 


12nd Street. New York 17, N. Y.. a 


card with printed illustration of the 


frame of an outdoor billboard. 


Lettered in sign area: 
“Sign of the Times 


. Blow Me Up” 


Attached to card, a green rubber 
balloon with illegible white lettering 
printed on it. 


Blown up . . . the lettering becomes 
readable. 


“Up to now, the only things that 
haven’t been inflated are this balloon 
and my prices... the very idea! ! 

. From now on my base rate will 
be increased to $75.00—with same 
bonus arrangement as before. 


(Signed) J. Armstrong.” 


J. Armstrong, incidentally, is a 
inique character in the advertising 
‘ield. He sells “the very idea.” Which 
neans: he works personally with 
igencies and advertisers to develop 
‘ust the right (very) idea for a smart 
romotion. Furnishes the slogan or 
‘he rough for a mailing piece, bill- 
»oard or window display. Nothing 
Ise. The advertiser carries through 
rom there. 


AUGUST 1948 








GOOD 
NEIGHBORS! 


SI, SENOR 


GOOD CUSTOMERS, TOO! 


Smart merchandisers today are reaping extra profits in pesos. 
The Central and South American markets are vast reservoirs 
of buying power for American products. Tell YOUR story to this 
market—directly—and share in the boom below the _ border! 





MEXICO It's easy! W. S. PONTON, Inc., SPECIALIZE IN 
HONDURAS LATIN AMERICAN MAILING LISTS—hundreds 
COSTA RICA of live, productive lists of Manufacturers, 


Importers, Dealers, Classified Businesses, 


GUATEMALA Trades, Executives and Professions, readily 
NICARAGUA available! Any others needed can be com- 
EL SALVADOR piled. All are guaranteed 95% deliverable! 
PANAMA All are available in any form or breakdown 
BR.HONDURAS  esired! 
WEST INDIES Discover new domestic markets, too, in 
(Br., Fr., Dutch) Ponton’s 
CUBA 
ns U. S. LIST LEADERSHIP 
HAITI 
PUERTO RICO Service unrivalled in character, in scope, in value! Every 
ARGENTINA - ge ap to the best at job for YOU 
rom e most comprehensive up-to-the-minute sources! 
BOLIVIA Ponton’s superior type of service insures maximum 
BRAZIL accuracy, maximum productivity. And you get it promptly 
CHILE —at surprisingly low cost! 
COLOMBIA 
ECUADOR FAMOUS "LIST O' TRADES" 
GUIANAS ee 
irec ai vertisers are invited to write for Ponton’s 
PARAGUAY “List O’ Trades”, the most complete Mailing List Catalog 
PERU published. Address DEPT. R5. 








COMPLETE W. S. PONTON/* EST. 1885 

MAILING AGENTS 

AND IN ALL THE 

ADDRESSING PRINCIPAL 
AT THE HEAD OF THE 


635 Avenue of the Americas, New York 11,N. Y. 








=. 
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“Dear Sir: Scldom are we able to offer 
such an amazing ralue in full-length, red 
flannel underwear.” 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you .. . not just 
names, but folks Anown to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
all the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we'll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(Division OF DICKIB-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 














for the Carriage Trade 





the Marriage Trade 


To reach the carriage trade or the 
marriage trade use Dunhill lists. 
Whether it’s lists of homeowners in 
the fine-estate class, brides-to-be or 
mothers of children from two to six, 
Dunhill has them. Dunhill claims 
(with a bow towards a great store) 
“that if it’s in this world, Dunhill’s 
got it!” So if it’s lists you want... 
any kind, anywhere, here and 
abroad, any number...call Dunhill. 


Dunhill List Co. Inc. 


Dep. MA, 565 5th Av., New York 17 
Plaza 3 - 0833 


Branches: Washington, Atlantic City, Chicago 





Strictly Mail Order 


Reporter's Note: 


This department of THE REPORTER is reserved 


for the views and news of the mail order people ... the 
men and women who use the mails to get immediate orders. 











The Department is brief this month. 
The Hundred Million Club is in ad- 
Mail 


Order operations are at their usual 


journment for the summer. 


summer low. 


William K. Hutson, Vice President 
of Omnibook (76 Ninth Avenue. New 
York 11, N. Y.) sends us latest 
promotion letter which is pulling 
“really outstanding results.” Two 
test letters were mailed originally to 
determine best copy and best rate 
appeal. 


Letter processed in blue and red 
on specially illustrated, four-page 
birthday letterhead measuring 514” x 
714,” (folded). 

Dear Friend: 

You're invited to help celebrate our 
tenth year! Yes, it was “way back in 1938 
that Omnibook’s first issue caught the 
fancy of lovers of good reading. 

Since 1938 we've abridged 522 books by 
399 authors. Cost of those books in original 
copies was $1495.41. Our readers enjoyed 
their vital content for well under $50. 

And now the NEV OmniLOOK in cur- 
rent issues gives Omnibook bright new 
features and more pages—more actual top 
reading—than ever before! 

To celebrate . . . Omnibook offers 
its readers a whole year free 
by extending subscriptions for three 
years at the price of two. Extra 
month added for those who send 
checks with renewal. 


That was a good series of articles 
Victor A. Schwab of Schwab & 
Beatty, New York wrote for Pub- 


lishers’ Weekly, “How Mail Order 


Advertising by 


Booksellers’”’. 


Publishers Helps 


A lot of book stores in the past 
have resented the mail order activity 
of the book publishers. Mr. Schwab 
proves rather conclusively that the 
mail order activities actually stimu- 
late the book store sales. Conversely. 
book store sales fall off when mail 
order activities are decreased or 
eliminated. Anyone interested should 
obtain copies of the articles from 


Publishers’ Weekly. 
« 


We like the frank opening para- 
graph used by Chart-A-Graph Art 
Service, 60 East 42nd Street, New 
York 17, N. Y. 


If you have never made a mistake stop 
reading now; however, people do make 
errors. Erasers were devised to correct 
mistakes made with a pencil, but we ven- 
ture to say that you have never found a 
very satisfactory method of _ poster 
color correction. 


Tops FOR BRIEFNEss .. . is Coro- 
nets recent mailing to advertising 
agency executives. 


A. six-line. simulated handwritten 
note in a 4” x 6” memo form from 
David A. Smart. Publisher. reads: 


“Thought you might like to see Coronet 
regularly now that it carries advertising. 
Besides . .. we'd like to have you with us.” 


Enclosed . a simulated formal 
invitation card . offering a very 
special rate (the minimum required 
by postal regulations) to agency 
executives. Air Mail Business Reply 
Card also enclosed. 
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According to a recent compilation 
iy the New York Times . . . June 
ail order sales of Sears Roebuck. 
\lontgomery Ward, and Spiegel. Inc. 


‘wereased 21.7% over June 1947. 


Mary Ellen Clancy, 250 Park 
.venue, New York 17, N. Y. thinks 
ie following letter is one of the most 
nusing pieces she has ever received 
She ordered a broiler 
ist to get the booklet mentioned in 


the PS. 


the mails. 


Here’s the letter . . . processed on 


the stationery of Brittany Hills, Rock 
lavern, New York: 


Dear Gourmet: 


One of your thoughtful and discriminat- 
ing friends, somewhere along the line, has 
suggested your name to me. 


So pause, before you consign this mis- 
sive to your’ waste-basket, your file 
drawer, or the cheerful fire in your grate. 


Yes, pause and read it through. For 
it is your introduction to one of the 
gustatory wonders of modern civilization. 
Ex-Governor Harold Hoffman, Helen 
Hayes, Lowell Thomas, Eddie Dowling, 
Frank Fay, Bert Lahr, Ed Wynn, Claude 
Raines, Helen Mencken, Ralph Bellamy, 
Abraham Straus Inc., Philip Morris Co., 
L.td., Tecla, Koret, and thousands of others 
of stage, screen, microphone, and fine old 
American family life have’ ordered, 
cooked, relished and re-ordered again and 
again, my incomparable fresh Brittany 
Hills White Holland Turkeys . . . these 
social registerites, the veritable four 
hundred, of turkeydom universally 
—" “The finest turkeys in the 
wor ag 


TURKEYS are my pride and joy. Not 


the pinfeathered, blue-complexioned, iron- 
muscled, spavined wretches you see danc- 
ing drearily from the butcher’s hooks come 
November. Not by a long country mile. 
My turkeys are broad breasted, short 
legged, snowy thatched aristocrats, each 
ith a pedigree longer than an O’Neil 
rilogy. I raise these darlings from egg- 
ood, in palatial wire palaces. Their 
‘inty feet have never touched the mean 
ind dusty earth; nothing but the choicest 
ain and milk have ever entered their 
istine gullets. They never know the 
ibious joys of exercise; hence, like 
ecutives, they bulge with tender, suc- 


| 


‘ent, unused muscles. 


~ a 


Tis well to remember, the only way 
u can enjoy these unusual birds, is 
rect from my farm to you as they can’t 
purchased in stores. They are shipped 
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frosted in deluxe package direct from my 
farm, arriving 24 to 40 hours later com- 
pletely ready for the oven with nary a 
pinfeather. With them come my special 
cooking directions—so abysmally simple 
that even a bride, or anyone else who 
knows how to burn toast or boil water, 
can win the loud plaudits of husbands 
and guests; can set them to proclaiming, 
with Helen Hayes: “The turkeys have 
been simply delicious and we thought of 
you with love and gratitude.” 


Most of my customers are so desirous 
of getting my proud appetite rousing 
beauties when they want them, that they 
reserve regular monthly | shipments 
throughout the year. They even order 
their Thanksgiving turkeys from me in 
August—which goes to show how neces- 


sary it is for you to get your order to 
me NOW. 


So seize the enclosed order blank with- 
out further ado, stating your desires as 
to number of birds, poundage and delivery 
dates—and not forgetting the necessary 
wherewithal to send these gustatory de- 
lights on their way. 


Or, before you even contemplate 
regular monthly shipments, try just one 
big, broad, stately, succulent, Ziegfollyish 
Brittany Hills White Holland Turkey 
now. And when the ohs and ahs have 
died down at the dinner-table, I am 





confident you will immediately reserve 
your own monthly shipments and also 
send some of these precious birds extra- 
ordinaire to—Aunt Minnie, Uncle Charley 
and as an expression of appreciation to 
that charming Mrs. Jones for your lovely 
weekend. 


I am not going to give out with the 
hucksters old standby—USE COUPON! 
—HURRY, HURRY!—DO IT NOW!— 
stuff but I will guarantee that you are in 
for a very pleasant surprise. 


Remember, all the compliments and en- 
thusiastic raves will be yours, when you 
serve or give these delicious Epicurean 
delights. You, your family and friends 
must also proclaim these to be “The 
World’s Finest Turkey”, or—I’m_ stuck 
with the check. 


Arthur R. Vinton, 
The Barefoot Boy 
of Brittany Hills. 


P. S. Your order or inquiry for further 
information will immediately bring post- 
haste to your mail box gratis, the amusing 
story of my farming experiences, with 
drawings, “The Barefoot Boy of Brittany 
Hills” and Famous Epicurean Recipes. 


Reporter's Note: We agree with 
Mary Ellen Clancy. It IS a good 
letter. So too was the clever, illus- 
trated folder accompanying it. 














Going Stale... on your Direct Mail? 





Maybe you need a good book 


($5.00) 


Send for prospectus today. 





We've just produced the second edition of Harrie Bell’s widely-praised 
work “Getting the Right Start in Direct Advertising.” ($4.00) 
Carr’s “Cordially Yours” has supplied ideas to many letter writers. 
“Dogs that Climb Trees” 
In fact, we can supply you with any book on Direct Mail which is 
still in print. Tell us what you want or need. 

Or maybe you need Henry Hoke’s complete year long home training 
course in Direct Mail. It is guaranteed to keep you from going stale. 


for inspiration and guidance. 
Jack 


(Hoke—$1.50) is still available. 
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17 EAST 42nd STREET, N.Y. 17, N.Y. 


Inc. 
D.C 














by: 





"Way back in the middle of June, 
during the closing days of the Con- 
vressional session, S. 2281, a bill to 
establish domestic Air Parcel Post 
was passed and finally signed into law 
by President Truman on June 29th. 


On the surface it looked like a good 
break for mail users . . . even though 
we think the rates (they're shown be- 
low) are pretty steep. But once you 
start checking, you find that S. 228 
may turn out to be the piece of postal 
legislation with the shortest life in the 
entire history of our country. 


The new service will go into effect 
September Ist and there’s a 
possibility it will go right out again 
on January Ist, 1949. 


Through an oversight . .. H. R. 
6916, the combination postal pay and 
rate increase bill (also, as you so 
well know, passed in the last min- 
utes of the session) contains the fol- 
lowing statement: 


“The rate of postage on all domestic 
air mai! as defined in Public Law 730, 
Seventy-Ninth Congress, shall, except in 
the case of postal cards and private mail- 
ing or post cards, be 6 cents for each 
ounce or fraction thereof.” 


Legal hounds around the Post Office 
are of the opinion that H. R. 6916 
makes S. 2281 illegal. They feel that 


Air Parcel Post, after January Ist. 


POST OFFICE 


EDWARD N. MAYER, JR. 


will have to be charged for at the 
full rate of 6c per ounce. 


Naturally the Department will ask 
Congress to straighten out the mess 
. maybe at the special session .. . 
but there could be real trouble if the 
railroads or some other groups de- 
cide to make an issue of the situation. 


And speaking of the railroads, we 
lean to the belief that they are very 
apt to throw that particular monkey 
wrench. At the moment they're in 
the midst of a battle with the Post 
Office about rates . . . which is out- 
lined very well in the Wall Street 
Journal of July 22nd: 


“The nation’s railroads have asked the 
Interstate Commerce Commission _ to 
suspend a Post Office Department plan 
which they say will cost the carriers more 
than $20 million a year. 


“This is the railroads’ estimate of the 
amount of mail revenue which would be 
lost under provisions of a ‘comprehensive 
plan’ filed with the LC.C. by the Post 
Office Department. It is to go into effect 
August 1. 


“The railroads contend that the depart- 
ment was in contempt of the LC.C. when 
it submitted its plan without asking I1-CC. 
authority. 


“Here are the major differences between 
the new plan and the regulations now in 
effect: 

“The present system provides a formula 
by which the Post Office Department pays 
for a full car when space actuaily occupied 
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by mail in the car exceeds a given limit. 
The new plan would continue this system 
substantially, but would raise the limit at 
wiich full car space would be paid for. 


“Empty cars are returned at the full 
rate at present. Under the new plan, the 
Post Office Department won’t pay for any 
‘dead-headed’ cars.” 

So we may see the not too amus- 
ing sight of carelessly written Air 
Parcel- Post legislation being turned 
into a wedge in a fight about railroad 
rates. At least we can hide behind 
the old chestnut of “there’s never a 
dull moment.” Here, by the way, are 
the new Air Parcel Post rates—effec- 
tive September Ist: 
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First Pound 
or Fraction 
Zone (in excess Kach Addi- 
of 8 ounces) tional Pound 
1 and 2 55¢ 4¢ 
3 60¢ 8¢ 
4. 65¢ 14¢ 
5 70¢ 24¢ 
6 75¢ 33¢ 
7 75¢ 45¢ 
8 80¢ 65¢ 








You're probably just as bored as 
we are with all of the comments that 
second class (newspapers and maga- 
zines) rates were not raised along 
with third and fourth class mail. 
However, we must admit that the 
editorial columns of the New York 
Herald Tribune of June 22nd cer- 
tainly reached a new high in rubbing 
rock salt into open wounds. In case 
you missed it... read it now and 
set mad! 


“A BOOST FOR CIVIL SERVANTS” 


“Among the lesser measures which sur- 
vived Congress’s long Saturday night was 
that to raise the pay of 1,330,000 postal 
employees and other civil service workers.” 
' * This raise, about half of what 
the employees had hoped, will cost the 
government around $500 million. A House 
proposal to provide $125 million toward 
the total from higher mail rates prevailed. 
Thus airmail will go up from 5 to 6 cents 
an ounce, special delivery from 13 to 15 
cents and third class and bulk mail will 
cost 2 cents more a pound. An air message 
may, however, be sent for 4 cents on a 
new airmail postcard.” “...... * “One 
more item on the credit side is _ that 
Congress saw this measure through.” 


Speaking of Postal salaries, we 
wonder if there’s any other business 
in the world that does a $143,795,9606 
volume and pays its boss $12,850 a 
year. Actually he (Albert Goldman. 
Postmaster, New York, N. Y.) re- 
ceived only $12,400. He _ really 














——_ ie) 


«ot the $450.00 raise (effective July 





ist) for increasing his “sales” ap- 
sroximately 12 million dollars over 
the previous year. 


We've just received a copy of Postal 
information, 1948, issued by the 
Honorable Ernest Bertrand, Post- 
master General of Canada. These 
»aragraphs from the Foreword ex- 
plain the contents of and reasons for 
the booklet: 


“The Canadian Post Office, now geared 
‘o the requirements of peace-time opera- 
‘ion, is anxious, no less than in war days. 
o have the good-will and cooperation of 
the mailing public in providing satis- 
lactory and efficient mail service. 


“The return to peace-time conditions has 
enabled the Post Office to again issue the 
Booklet of Postal Information—the first in 
several years. It is not intended to take 
ihe place of the Official Postal Guide. 
This Booklet contains however, a revised 
list of the chief rates of postage, up-to-date 
services and important regulations. 


“Your cooperation in observing correct 
mailing practices will enable your Post 
Office to provide you with service at its 
highest efficiency.” 





The Booklet is beautifully put to- 
gether and wed suggest that you 
write to Ottawa for a copy. “Or you 
might tell our own Postmaster Gen- 
eral how helpful such a booklet would 
be to United States mail users. 


If, by any long stretch of the imag- 
ination the United States Post Office 
should decide to prepare such a book- 
let, we'll bet plenty they'll never dare 
to include such running heads as 
appear in the Canadian job. The 
heads, believe it or not, are: “The 
Postman Is Always Welcome—Make 
Him Your Salesman!” “Advertising 
by Mail Builds Bigger Business!” 


Here's an item from a recent Postal 
Bulletin that should be clipped and 


kept in mind by all mail advertisers: 
“IMPROPER ACCEPTANCE OF 
MATTER WITHOUT POSTAGE” 


“Information before the Department 
indicates that certain supply houses have 
furnished various persons with a quantity 


of advertising circulars bearing the follow- 
ing or similar permit indicia: 





Sec. 562, P.L.&R. 
L. S. Postage 
PAID 
(Name of Post Office) 


Permit No. ...... 











and these circulars are presented without 
postage stamps thereon for mailing at post 
ofices other than the one shown in such 
permit indicia under the mistaken impres- 
sion that postage has been paid elsewhere. 


“Postmasters should not accept the 
matter for mailing under such circum- 
stances. Circulars prepared for mailing 
as non-metered matter may be accepted 
only from the permit holder at the post 
ofice shown in the indicia thereon, and 
should not be accepted for mailing at any 
other office unless the permit indicia are 
completely obliterated, and postage is paid 
with stamps affixed at the offices where 
such matter is mailed. 

“Matter bearing the inscription ‘Sec. 
562, P.L.&R.’ intended for mailing with 
postage prepaid with precanceled stamps 
affixed, may be accepted only from holders 


(Continued on page 31) 
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One Advertising Man 


to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


~ At the time this is being written, 
Henry, your July issue, carrying my 
piece on Customer Relations. hes not 
reached me, but | have already clear- 
ed the deck for handling an expected 
avalanche of applications for mem- 
bership in the SFCUOBLW (Society 
For Checking Up On Business Letter 
Writing). 


In the meantime, I am working 
on a subsidiary society that may 
help in cultivating customer good- 
will, and which may, incidentally, 
save advertisers considerable money. 
It will be known as the SFBMCC 
(Society For Becoming More Cus- 
tomer Conscious). 


The slogan for this society will be 


“A Bird In The Hand Is Worth Two 
In The Bush”, and eligible for mem- 
bership will be advertisers who are 
spending 99.44% of their advertising 
budget in gunning for birds in the 
bush while neglecting the birds in 
their hands. 


While bush-beaters will be found in 
all classes of advertisers. those who 
need the help of this society are the 
national advertisers who apparently 
do not realize that the people who 
buy their products through dealers 
are their customers. 


Take automobile manufacturers. 
for instance (and you can _ have 
them). From my limited research it 
would appear that the average auto- 
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WHEN YOU WANT TO KNOW... 


. - Promotion does its best sales work only 
Bes a when the paper is right. Rising Intralace 
| : is the most versatile paper on the market. 
For your special job there’s one that tops 
the field... 
He'll know—he’s an expert! 


Rising Intralace 


V New brilliant white 
v5 weights V Distinctive pattern appearance 
V Envelopes to match in 5 sizes 


V Specially sized for offset and gravure 
Excellent printing surface for letterpress 


Make it so good 















Ask your printer which one. 


V Inexpensive 





.GO TO AN EXPERT! 


hising Papers 


ASK YOUR PRINTER... 


HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 





mobile manufacturer is no more con- 
cerned about the individual buyer 
of the car he makes, than is the candy 
manufacturer about the kid who buys 
a nickel’s worth of his jelly beans. 
The automobile buyer becomes the 
customer of the dealer through whom 
he buys the car and whether or not 
he buys another car of that make 
depends largely upon the relationship 
between him and the dealer. If the 
dealer takes no more interest in the 
buyer than does the manufacturer the 
buyer is left wide open to better sales 
efforts of other dealers, the more 
exaggerated claims of other manu- 
facturers and unpaid sales efforts of 
friends owning cars of other makes. 


Possibly that is how the manufac- 
turers would have it. This system 
creates more birds in the bush for 
them to go after with their expensive, 
long-range advertising guns. Maybe 
they get more kick out of bringing 
down a scrawny bird their compet- 
itors have neglected than they would 
in training birds, they have already 
bagged, to shy clear of the bush- 
beaters. 


While [I have bought a number of 
cars of the same make, I have never 
been made feel that I was a customer 
of the company that makes them. 
True, I have received a letter from 
the company a few weeks after the 


‘purchase of each car and an occa- 


sional piece of printed literature, but 
that is as far as the company has 
gone toward recognizing me as a 
customer. To the company I was 
merely another bird bagged from the 
bush to be thrown into the dealer’s 
coop. If the keeper of that coop 
hadn't been a friendly fellow, I might 
have “flew the coop” and headed for 
the bush when the first car was ready 
for a trade in, but it so happens | 
found the roost in the keeper’s coop a 
most pleasant place to perch. 


If the dealer had changed to an- 
other make of car I would have 
stayed with him because of the 
pleasant relationship he built. 


I realize that the dealer has an 
edge on the manufacturer because of 
his personal contact with the custo- 
mer. Nevertheless, I feel that the 
manufacturer is neglecting to take 
advantage of a contact that is next 
to personal—contact by mail. 


To maintain an up-to-date buyers’ 
list and contact each individual two 
or three times a year would be a big 
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iob and an expensive one for any 
manufacturer with a yearly produc- 
ition of a million or more cars. But 
in this man’s opinion it would keep 
a larger percentage of buyers on the 
looks. And as long as a buyer is on 
the books he is a customer and the 
longer the customer stays on the 
|. ooks the greater asset he becomes to 
ihe company—not only by reason of 
his own purchases but through the 
unconscious and unpaid-for selling he 
does for the company. 


Possibly I’m too deep in the cus- 
iomer’s corner but being a customer 
myself and depending upon custo- 
mers for my bread and butter I have 
come to look at business from the 
customer’s viewpoint. 


The customer not only likes to be 
made feel that his purchases are 
appreciated, but he warms to the sel- 
ler or maker who shows an interest in 
the service or satisfaction his pur- 
chase is affording. Merely putting 
his name on the mailing list to 
receive the company’s Direct Mail 


advertising is not enough. The pur- 
chase of an automobile, washing 
machine, refrigerator or any other 
item representing a sizable investment 
deserves more. It may be sometime 
before he is in the market again but 
in the meantime he should be made a 
goodwill agent for the manufacturer. 
If he is more or less satisfied with 
his purchase, he will not be greatly 
interested in sales literature for it. If 
he is not entirely satisfied with his 
purchase, ballyhoo and claims for it 
will leave him cold or tend to irritate 
him. 


When personal contacts are im- 
possible, letter contacts are next best. 


I know I cannot be much different 
from millions of other humans and I 
know that I am a sucker for letters 
with a personal touch, when done 
right, even though I know that they 
are not personally dictated by Presi- 
dents, General Managers or Sales 
Managers whose signatures they 
carry. If their processing and fill-ins 
are carefully handled they prove as 





effective as personally dictated let- 
ters. However, when care is not 
taken in these details they fall in the 
class of the famous “Bedbug” letter. 


In case there may be some late- 
comers in life among REPORTER 
readers who never heard the story of 
the bedbug letter, here is a synopsis 
of the way I h-e-e-r-d it: 


Seems that a man after spending an 
uncomfortable night in a hotel room in- 
fested with bedbugs, wrote a letter of 
complaint to the manager. He received 
a prompt reply expressing deep concern 
over the matter. The letter informed him 
that his was the first complaint of that 
nature ever received and that an investiga- 
tion would be made immediately and steps 
taken to the end that there would never 
be any further complaint of that nature. 
It was a nice letter and it not only 
smoothed the complainant’s feathers but 


made him feel sorry that he had em- 
barrassed the hotel. He was about to 
file the letter when he noticed a_ sheet 


attached to it. It was his letter of com- 
plaint, and across the face was scrawled: 
“Send this guy the bedbug letter.” 


That’s all for now, 
George 
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COMMUTER'S 
CREASE 
CAMPAIGN 


We've just seen six folders used 
by the Chicago Sun-Times, 211 West 
Wacker Drive, Chicago 6, Illinois. 
And they are effective. | 


Paul S. Hirt of the advertising de- 
partment sent us an explanatory let- 
ter. Here’s part of it: 


As you may or may not know, The 
Chicago SUN-TIMES is a tabloid news- 
paper. It employs the same convenient for- 
mat utilized by The Chicago TIMES tor 
almost 20 years. When The SUN and 
TIMES combined operations the tabloid 
format was retained. 


Very recently, observation of the reading 
habits of Chicagoans gave rise to the 
possibility of a new advertising approach. 
Watching the readers of bulky, standard 
size newspapers on street cars, elevates 
and busses, it occurred to me that as they 
folded these newspapers for reading con- 
venience they were upsetting the adver- 
tiser’s apple cart. Folding the page meant 
that full-page ads were neatly bisected. 
This frequently made hash of the banner 
line of a full-page ad. It often concealed 
the signature cut of the advertiser. If the 
advertiser used small copy and it appeared 
next to the gutter and below the fold, 
the creasing of the newspaper meant that 
such copy might be folded out of sight. 


Investigation revealed that approximately 
two-thirds of all Chicago newspapers are 
sold at newsstands and that the bulk of 
these newsstand purchased copies are taken 
aboard public conveyances, creased and 
read enroute. Hence this creasing by 
readers plays an important p&rt in the 
effectiveness of newspaper advertising. On 
the other hand, THE SUN-TIMES with its 
handy, tabloid format is almost invariably 








read as one reads a magazine—a page at 
a time and unfolded. 


This research served as the foundation 
for this series of mailing pieces, keyed to 
the theme of preserving advertising from 
the hazards of “commuter’s crease”. 


The series of six mailers was sent at the 
rate of one a week to a list of 7,000 
national advertisers and advertising agen- 
cies. Mailings were handled by Buckley- 
Dement. Copy and roughs were prepared 
by this office and finished art was pro- 
duced by the Kling Studios, Chicago. 


As you are doubtless aware, it is almost 
impossible to accurately gauge the value 
in dollars and cents of a general promotion 
campaign of this nature. However, we 
can say that the mailers have attracted 
considerable attention and some _ highly 
complimentary letters from advertising 
men. 


It’s easy to see why. Each folder 
in different color . 84° x LL’. 
“Commuter’s Crease” is played up in 
the copy . as well as in the fold 
of the mailer itself. Shows the tricks 
that are achieved by a single fold. 
A clever campaign . . . with a humor- 
ous touch. 


ANOTHER 
BEFORE AND 
AFTER STORY 


Your reporter received a_ letter 
from Paul McGeehan of the Adver- 
tising Department of the Hamilton 
Watch Company. Lancaster, Pa... . 
concerning the 30th Anniversary of 
Airmail. Here it is: 


Dear Mr. Hoke: 


We have something in common—an 
interest in the 30th Anniversary of Airmail 
which you pictured on your June REPORTER 
cover. 


On May 15, 1918 our sales manager, 
Frank C. Beckwith, presented Hamilton 
watches to the pilots who flew the first 
Airmail planes from New York to Wash- 
ington. During the intervening 30 years 
Mr. Beckwith became vice-president, presi- 
dent, and chairman of the board of Ham- 
ilton Watch Company. Airmail-planes 
advanced from the old “Jennies” through 
multi-motored airships to our present jet- 
propelled sky giants. 


The enclosed photographs show the 
dramatic changes that I have described 
abdéve. 


And here are the pictures. 


Air transportation and airmail 
have certainly come a long, long way 
since 1918... and these photographs 
nicely illustrate the point. 
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ONE FOR 
THE BOOK 


Several reader-reporters sent us 
copy of multigraphed form letter 
mailed by a Chicago Advertising 
Agency. They didn’t like it. Here 
it is: (weve changed just one word 
to cover up name of Agency). What 
do you think of the pitch? 


Mr. Advertising Manager: 


We'd like to make money the “lazy 
way. but our clients won’t let us. 


It has been our destiny to earn our 
living in this advertising business the hard 
way; thru mail order advertising. Last 
year we directed the expenditure of about 
five million dollars for some eighty-seven 
clients. About half of this advertising 
was keyed for direct results. 


Our clients keep an ad-by-ad, day- 
by-day sales record on our advertising 
efficiency.’ We can’t fool them with sing- 
ing commercials, or ads that just “mer- 
chandise”; or with any other double-talk 
that tries to cover up lazy advertising copy. 


Sometimes we get so tired of it all. At 
night we go home and dream about the 
days when we too can “produce” radio 
network programs, or design pretty color 
pages, that add up to a lot of fifteen 
percent without too much work or over- 
head. 


But right now we haven’t been ruined 
by too much prosperity. We are hungry. 
A $100,000 account sounds to us _ like 
important money. And a $500,000 account 
(whew!) would make us work like no- 
body’s business. 


So if you like this “blood, sweat and 
tears” way to make your advertising dollars 
work harder, let’s talk about it. Even if 
our conversation leads to nothing more 
than an exchange of ideas and experience. 
maybe it will benefit both of us. 


When may we see you? 
Cordially, 


(signed ) 


ANOTHER 
WARNING... 
ABOUT TESTS 


Here’s an interesting letter written 
by George Dugdale. The Drumclifi 


Company, Towson 4, Maryland. 


I would be the last guy in the world 
to undertake to tell Ed Mayer anything 
about playing Post Office. But I am “laffing 
with tears in my face” when I think how 
many people will be misled by that report 
on page 24 and the tabulation on page 25 


(Continued on page 24) 
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1943 DMAA CONVENTION 


Yes, around Convention Time, interest will be at a peak. 
you are a producer or supplier for direct mail oon 
you will want them to know your story during Septem- 


ber. 


yet seen. Distribution: 


tember 26th in 


Reserve space, now, in the biggest and best 
Convention Issue of THE REPORTER you have 


mailed to regular 


subscribers, September 10th; on hand for 
delegates at both MASA and DMAA 


Conventions during week of Sep- 


Philadelphia. 


Forms close August 20th. 
Phone VAnderbilt 6-0888. 
THE REPORTER, 17 
East 42nd Street 
New York 17, 


N. Y. 
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Our 


macl order-wtse 


Customers \ 


. . . Are testing for Fall 
Mailings NOW. 


We can supply a great variety 
of Lists 


vidual requirements. 


to fit your indi- 


May we make helpful and 
expert suggestions for your 
List needs? 


Top-notch Lists for Test 


Mailings ... 


WILLA MADDERN 
LIST BROKER 


215 Fourth Ave., New York 3, N. Y. 
Gramercy 3-3440 


Oe WHEN ROCKETS 
CARRY MAIL 


... Your promotion will benefit 
from the utmost speed. But 
right now you can benefit from 
the utmost effectiveness! Take 
advantage of Ahrend’s 56 years 
of know-how . join the sue- 
cessful advertisers who win 
National Awards by relying on 
“the firm with the habit of 
success! 


For ideas, planning, copy. art. 
production and mailing that add 
up to top-flight merchandising. 
let's talk it over now. In the 
New York area_ there’s no 
obligation. 


DH. AH REND COMPANY 


( Aeale Astcd /4 bwcrslinu 


4 


333 E. 44th St., N. Y. 17, MU 6-3212 

















(in June issue). of a test of third class and 


-first class postage. 


Presumably 22 pieces of third class were 
tied together and put in the office building 
mail box and an equal number of pieces of 
first class addressed to the same people 
were dropped in at the same time. 


What the hell could the Post Office 
do with this little batch of third class 
except give it first class service? There 
were no bundles or bags to get to some 
terminal and sit on the floor for days wait- 
ing for sorting and re-routing. 


I must frankly admit that we have not 
experienced the long delays on third class 
that others report. It is true that a mailing 
may bring us orders from Harrisburg, 
Washington, and other nearby cities before 
1 even receive my copy of the circular 
mailed to my stencil in the file. But we 
don’t experience what we would call long 
delays. 


Somebody should invent a standing head- 
ing to be printed over the published results 
of all tests (?) warning trusting souls that 
tests don’t mean anything unless you have 
all the facts and conditions. Even under 
those conditions the meaning for the man 
making the test is probably a hundred 
times more than the meaning to somebody 
else. 


Reporter's Note: We agree with 
your last paragraph 100%. You and 
Ed can debate the rest of it. 


In our experience speed of 
third class delivery is_ definitely 
improving, thanks to campaign being 
waged by P. O. Department. 


MORE ABOUT 
ANSWERING 
INQUIRIES 


Big firms spend millions of dollars 
in national advertising to promote 
their products. But too many of them 
pay little attention to the handling of 
personal contacts with the people 
who have been influenced by the 
advertising. 


Here is a deplorable case history. 
A lady in St. Petersburg, Florida is 
married to a young veteran who 
received a serious back injury during 
the war. He has difficulty sleeping on 
ordinary mattresses. He heard about 
the “Airfoam” mattress and tried it 
out in a hotel one night. Had a 
perfect sleep. After a few unsuccess- 
ful inquiries at department stores, the 
wife wrote to The Goodyear Tire & 
Rubber Company in Akron, Ohio. 


She explained her husband’s condi- 
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tion and wanted to know how sh 
could buy an “Airfoam” mattress jus! 
as quickly as possible. 


She eventually received a shoddil 
but personally typewritten letter on 
the letterhead of The Goodyear Tire 
& Rubber Company. The letter itsel{ 
was only 214” in length on an 814” x 
11” sheet. But the typist used a 6” 
line, leaving very little margin. The 
typewriter was out of line. The 
ribbon was worn. Judged by all 
standards of business correspondence. 
it was a sloppy piece of work. But 
here is what the letter said: 


Dear Miss Nelson, 


This is to acknowledge and thank yeu 
for your inquiry requesting information on 
Airfoam. 


We appreciate very much your interest 
in our product, and with this letter, we 
are sending you a small sample together 
with copies of such informative literature 
as is now available. 


The Bill Acenbrack Co., 500 So. An- 
drews Ave., Ft. Lauderdale, Florida has 
been established as the distributor in your 
area. This firm will be glad to serve you 
in every way possible, and are in a position 
to submit quotations on standard Airfoam 
items. Therefore, | am, by a copy of this 
letter, referring your inquiry to the Bill 
Acenbrack Co. I believe that we can best 
be of service to you through them. 


Yours very truly, 


(s) P. S. Heskett | 
Chemical Products Division 
Airfoam Department 


Remember, “Miss Nelson” had 
described her husband’s condition 
and that he needed an “Airfoam” 
mattress quickly. Remember also that 
Ft. Lauderdale happens to be about 
350 miles from St. Petersburg. No 
mention made of any place or any 
store where the mattress might be 
ordered in a hurry. 


Such methods of answering in- 
quiries are inexcusable. Of course. 
the day by day answering of routine 
correspondence is not as glamorous 
as the planning of colorful spreads in 
the national magazines. But the power 
or the damage of one personal letter 
may be more important than _ the 
advertisement which reaches two 
million people. It is time for all big 
national advertisers to institute letter- 
writing training programs similar to 
that being conducted by the Pru- 
dential Life Insurance Company. 
Surely the executives who study the 
Prudential program would not violate 
the rules of good selling as exempli- 
fied in this case history. 






















































Sorry we have to mention names, 
ut it is the only way to put the point 
cross. Hope our friends at Good- 
vear won't be too upset . . . but if 
‘his item helps to change the system 

. we should get their thanks. 


A GOOD 
LETTER 


The following letter recently ar- 
rived at THE REPORTER office. It was 
personally typewritten or automa- 
tically typed, on the letterhead of an 


old friend, Oren Arbogust, 228 North 
i.aSalle Street, Chicago 1, Illinois. 


ear Mr. Hoke: 


Under separate cover we are sending you 
our new booklet, “The Road Ahead in 


fnternal Industrial Human Relations.” 


For twenty some years we have special- 
ived in the skills and processes of an 
advertising agency and in advertising writ- 
ing... selling ideas and the commodities 
of our clients to the public, to buyers. 


In those years we watched labor and 
management withdraw from each _ other, 
separate into hostile, accusing, bewildered 
vroups. We had ring-side seats. 


Consequently (and because of our inten- 
sive training in changing minds, in seating 
opinions in minds) we saw simple, certain, 
sure ways to stop the widening breach and 
substitute enthusiastic cooperation instead. 


The idea became obsession. It has con- 
trolled our lives and thinking for eleven 
years. We developed a labor-management 
plan of action, simple and common sense. 
That plan has an astonishing MUST: the 
use of writers who can write who also 
understand industry, who know the im- 


perative needs of both management and 
labor. 


We had such writers. We have a new 
business. 


“The Road Ahead in Internal Industrial 
Human Relations” tells how we'd serve 
industrials. Would you read it? If you 
find it informative and stimulating to your 
readers . . . you are welcome to digest or 
review all or parts of it. 


Sincerely, 
(signed) 


And the booklet is as good as 
Oren’s letter. Printed in red and 
black, it’s 24 pages, 894° x 934" with 
brown cover. Should help to better 
“Industrial Human Relations”. 


ARE YOUR LETTERS 
PUNCH DRUNK? 


Here’s an item by Orville Reed, 
Howell, Michigan. It’s got plenty of 
good, solid horse sense behind it. 


Some letters are punch drunk. 
They proceed at a nervous pace as 
though they were afraid the reader 
would stop reading. The writer is so 
conscious of the necessity for putting 
punch in every line that the effect 
isn’t one of convincing a reader, but 
of words machine-gunned at the 
recipient. “Do it now’; “This is the 
most marvelous, stupendous, breath- 
taking widget you have ever seen”; 
“The most marvelous invention of 
the age”; are some of the phrases 
with which such letters are filled. 


That technique may be all right 
for movie previews. But your letter 
has a different job to do than that 
done by the movie promotion trailer. 
If your reader was in a dark theatre 
with his entire attention focused on 
the screen, you might then get away 
with slamming headlines at him. But 
he isn’t. Your letter must grab his 
interest in competition with other 
printed matter on his desk, either by 
its obvious sincerity or by catching 
his interest with a compelling opening 
paragraph and a development of the 
theme quickly and interestingly from 
attention to action. 


Most of these so-called punch 
drunk letters are not letters at all. 
They are simply headlines strung 
together—every line emphasized to 
the point that there is no emphasis 
at all. 


Are your letters punch drunk? 


Reporter’s Note: And the one most 
important word in Orville Reed’s 
little essay is . . . sincerity. 


IT'S DIRECT MAIL... 
8 TO 3! 


That was an_ interesting case 
history recently presented in En- 
velope Economies . . . h. m. of 
Tension Envelope Corporation, 345 


Hudson Street, New York 14, N. Y. 


(Continued on page 26) 
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Seems that . . . “to determine the 
value of Direct Mail, a bank selected 
2,000 trust department prospects. 
One thousand names, taken at 
random, were mailed literature for 
six months time. The other 1.000 
names received no mailings. 


A careful record was kept on the 


business and results showed that it 


required an average of 8 calls to close 
business on the group which had not 
been on the mailing list . . . while it 
required only 3 visits to make a sale 
in the group which had received the 
mail.” 


POST OFFICE 
HOUSE MAGAZINE 


Remember the story in the June 
REPORTER . . . “Canada Encourages 
Business to Use the Mails”? In the 
reporter's note we said we liked the 
way the Canadian Post Office De- 
partment was handling its Public 








t's the little things! 


If you want fo start a fire use 
a match... it's as simple as 
that. If you want to sell your product you 
must ignite the spark of enthusiasm in the 
consumer. In the medium of direct mail 
this can be successfully achieved by the 
careful selection of an attractively de- 
signed envelope. We at Cupples have such 
an envelope. Let us show you how we can 
give you a smartly styled, eye appealing 
envelope .. . one that will give your 
mailing that all important initial impetus. 





UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B’KLYN 2, N. Y. 











Relations . . . and thought the U. S. 
Post Office might follow suit. 


Well . . . we've received another 
fine example from David Adamson, 
Superintendent of Public Relations 
Branch of the P. O. Department. 
Ottawa, Canada. 


Discontinued because of the war 
... “The Postmark” is now on its 
feet again. It’s a 24-page, 614° x 
9%," “house magazine’ with editor- 
ials, personal notes, stories and many 
illustrations. Goes to Postal em- 
ployees. 


Compare this to the U. S.’s “Postal 
Bulletin” . . . 2-pages of wordage as 
dull and dry as a red-hot desert. 
Nothing that would really enthuse a 
postal employee. Just a list of un- 
interesting formal instructions and 
orders. Quite a big difference. 


A JIG-SAW 
CAMPAIGN 


The NOPCO Chemical Company. 
Harrison, New Jersey recently con- 
ducted a novel curiosity or teaser 
campaign to introduce a new product 
to manufacturing chemists . . . espe- 
cially those who produce vitamin 
products for man or beast. 


First, a teaser self-mailing folder 
saying in a few words that “Panto- 
thenic Acid” is puzzling and to be on 
the watch for a P. A. Puzzle leaving 
Harrison on May 14, 1948. 


Second mailing, within a few days. 
consisted of a processed letter from 
Truman Fowler, Sales Manager, 
Special Markets Department partly 
explaining the scientific puzzle of 
Pantothenic Acid and enclosing an 
easily put together jig-saw puzzle of 
eight large pieces. On each piece... 
technical description of the possibili- 
ties of P. A. But jig-saw puzzle is not 
complete. A hole left in middle. 


A few days later . . . another 
Fowler letter enclosing the missing 
piece for the center . . . showing a 
bottle with correct label containing 
percentage of P. A. offered by 
NOPCO for inclusion in all future 


vitamin products. 
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Well handled throughout. A _ neat 
change of pace from routine handling 
of new product announcements. 


WHICH 
ILLUSTRATION 
PULLED BEST? 


Reporter's Note: When we read 
the following unusual story in The 
Green-Brodie “Viewpoint”, house 
magazine of Green-Brodie (Adver- 
tising), 420 Madison Avenue, New 
York 17, N. Y., we figured it 
would make good summertime read- 
ing . . . and maybe George Kinter 
can uncover the moral . . . and how 
it can be applied to Direct Mail. 


IS SEX SLIPPING 


Without even trying, we have recently 
uncovered a new clue to American sexual 
attitudes. 


If our data is conclusive—and we fer- 
vently hope it is not—Powers and Thorn- 
ton had best search out a new group of 


photographic models from among_ the 
homeliest and least voluptuous women 
available. 


A few months ago, we ran an adver- 
tisement in the New York Times and the 
New York Herald Tribune. The product 
was an expensive book by a noted illustrator 
who, in text and pictures, set forth the 
principles of his art. The advertisement 
carried a coupon and the mail order 
return was gratifying. Consequently, we 
decided to run the page in certain out-ol- 
New York papers. One shall be nameless. 
For it invoked CENSORSHIP. 


You see, the advertisement—it was 4 
full page—included reproductions of some 














of the illustrations from the book. One of 
these was a wash drawing of a nude: an 
attractive female of Rubensesque propor- 
‘ions. It never occurred to us, nor evi- 
dently to the very proper Times or Tribune, 
-hat this illustration was other than artistic 
ind, indeed, modest. 


But, o loci, o mores! From the unnamed 
paper we received a frantic phone call. 
[hey were on press, the edition was half 
-un when the newspaper’s publisher had 
seen our advertisement. And seen it with 
in eye profoundly sensitive to tiny draw- 
ings of undraped beauties. The presses 
had been stopped. For the rest of the run 
‘this illustration had to be changed. In 
heaven’s name, why? What was wrong 
with the picture? Well, they explained, 
heirs was a family paper and a, er, bare 
osom might offend. Offend? How? Were 
not bosoms an immemorial part of the 
family structure? Well, yes, but. Very 
well, we wouldn’t argue the matter; we 
would send them a different illustration. 
No, no, there wasn’t time for that. They 
wanted our permission to take the adver- 
tisement into their engraving department 
and retouch (the term is theirs, not ours) 
the disputed anatomy so that no specific 
torso detail would be clear. 


We agreed. But first we demanded an 
exact count of the number of papers 
already printed. And, furthermore, we 
insisted, that a small dot be placed on the 
coupon in the rest of the edition, after the 
illustration had been made less titillating. 
Thus, when. the coupons started coming 
in, we would know to what extent the 
censorship had lessened the effectiveness 
of the advertisement. 


A few days later we saw two finished 
copies of the paper. One, pre-censorship, 
showed the lady in all her curvaceous 
charm. The other, retouched, made her 
sexless. When, subsequently, the coupons 
began to arrive, we carefully separated the 
one group from the other. Then, bearing 
in mind the numbers of each version that 
had been printed, we did some rapid 
calculating. 


The de-bosomed ad was forty percent 
more effective than the original version. 
Boyish form had soundly beaten full figure. 
Retouching had triumphed over nature. 


We'd like to tell the paper the result. 
But we don’t dare. It happens.to be a 
round number. 


A GOOD LETTER 
TO INACTIVE 
CUSTOMERS 


There’s an unusual twist in the 
letter mailed recently to inactive 
dealer customers on the letterhead of 
Childers Manufacturing Company. 
625 Yale Street, Houston 7. Texas. 


General Manager Bob Childers 
sent it to us as a good example of 
what his assistant has accomplished 
since seriously studying Direct Mail. 
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The “anything wrong?” approach 


here is just about perfect. 


... for the 4:32 mail train. . . 
There Ain’t No Justice! 


| shipped more Childers LIFELONG 
Aluminum Roofing last month than any 
month this year—but the boss is. still 
unhappy. Some people, you can’t please. 


He says one old customer is worth ten 
new ones. This I believe, so I checked 
all my stencils—the ones I use to stencil 
the names and addresses on the roofing 
[ ship. I found that your stencil hasn’t 
been used for several months. Here I am, 
writing to you, to get the answer on What 
Went Wrong? 


Will you please check the answers to 
the questions at the bottom of this letter 
and mail it back to me in the enclosed 
postage free envelope? 


Thanks a lot for helping me out—and 
helping me to give better service to all 
you customers. 


Your friend, 

(signed ) 

George Wall, Manager 
Shipping Department 


1. Was your order delivered promptly? 
= 

2. Did your material arrive in good con- 
dition? Yes.... No.... 

3. Did you receive the exact material 
ordered? Yes.... No.... 

4. If What Went Wrong isn’t listed— 
please tell me about it in the space 
below, so I will know, and will correct 
it, NOW. (Just turn over «for more 
space. ) 


WHO WAS 
NEPTUNE? 


Here’s part of a Neptune News- 
letter, published by Neptune Storage, 


New Rochelle, N. Y. It’s accompanied 


by a personalized blotter. 


Next thing you know, we are going to 
be in trouble with the Board of Education. 


Seems that the teacher of a _ third 
grade in nearby Scarsdale was conducting 
a quiz, radio style, but without benefit 
of free refrigerators or silver dollars. 


Delving (she thought) into ancient myth- 
ology, the preceptress posed this one: 
“Who was Neptune?” 


A contemporary moppet shot up her 
hand and answered—we love this—“Nep- 
tune is a moving company.” 


“No,” said the teacher. 
“Yes,” said the pupil. 


An exchange of words which, for a third 
grade, might be called heated, ensued. It 
was with some difficulty that the patient 
pedagogue put across the idea that there 
had been a Neptune before Neptune 
Storage. 


Good copy. So was the rest of the 
letter. We like the last line. After 
describing a monster moving job 
handled by Neptune . ... the writer- 
editor concluded “and sometimes we 
get tired just pushing a pencil.” 


WHO IS 
MERTON? 


THE REPORTER staff had a lot of 
fun ... keeping up with Remington 
Rand’s (315 Fourth Avenue, New 
York City) latest teaser campaign 
(see illustration). 


The first piece was a 3° x 4” cloth 
bag with tag attached reading .. . 
“Your competition will need _ this 
when they read Merton’s Message. 


(Continued on page 28) 








We've Planned For You... 


for your fall mailings—we have lists chosen 
to make your mailings pay—and pay. New, 
out-of-the-ordinary, tried and true proven 
pulling, mail order buyer lists are yours for 
testing. Call on us for intelligent, prompt 
suggestions for profitable mailing lists. 








George R. Bryant Swatecrcgeekt 
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Coming soon.” Inside bag, a tin of 
aspirins. Mailing postmarked Mer- 
ton, Wisconsin. 


A few days later No. 2 arrived. A 
41%," x 51%,” folder that begins to tell 
Merton’s story. Back page says to 
“see next chapter of Merton’s Mes- 
sage’. Third installment followed in 
glass jar. Inside another tale of 
Merton’s adventures. 


Then, at last, the fourth mailing 
arrived air mail. This time a 5° x 9” 
cloth bag . . . with “Merton’s Mes- 
sage printed in red on outside. In- 
side, a 3-color folder announcing 
Remington’s new “97” Calculator. 


Mike Harris of Remington explain- 
ed that a new product is ordinarily 
announced to their 1,000 executives 
and salesmen by a standard broad- 
side. But this new machine was so 
highly thought of that a special treat- 
ment was found necessary. 


THE "MAIL" 
CONTROVERSY 


In the March REporTER, Harrie 
Bell continued the controversy about 
the need for eliminating “mail” from 
Direct Mail Advertising. 


The magazine “Direct Advertis- 
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ing, quarterly of the Paper Makers 
Advertising Club, has also been 
running stories on the same subject. 


Stuart Webb, the Direct Mail man 
from 306 N. Gay St.. Baltimore. 
Maryland, sent us carbon copy of a 
letter he recently wrote to editor 
Brad Stephens. It is interesting .. . 
so here it is: 


Direct Advertising 
581 Boylston Street 
Boston, Mass. 


Gentlemen: 


I have just finished reading the pros and 
cons of the Direct Advertising versus 
Direct Mail Advertising controversy in your 
publication as championed by Messrs. Bell 
and Nahm, respectively. 


Far be it from me to confuse further 
an issue that seems to be suffering from 
much confusion already. A lot depends, 
it seems to me, on what we are trying to 
sell. 


If it is merely volume we are interested 
in—if we want only to be able to say 
that $576,000,000 were invested in Direct 
Advertising last year as against saying 
$278.000.000 invested in Direct Mail Adver- 
tising, then there may be some merit on 
the side of the advocates of the change. 


On the other hand I have spent a good 
many years selling the merits of Mail 
Advertising as a medium, one fully as 
important and much more universally 
applicable than newspapers, radio, maga- 
zines or even street car cards. 


I haven’t seen the 200 page manuscript 
which Mr. Harrie Bell mentions but before 
I deleted a word in it or before I became 


too enthusiastic over the elimination of 
all mention of “mail” in his advertising 
course or catalog | would ask myself is 
it wise to take away what is probably this 
form of advertising’s strongest point—its 
delivery to selected lists by Uncle Sam's 
uniformed postal employees. In fact if 
there is one superfluous word in the Asso- 
ciation’s name I am of the opinion it is 
possibly the word “Direct” and not “Mail,” 
although, in my opinion, the two tie in 
pretty well together. 


In three decades we have built up a fair 
business selling “Mail Advertising.” I 
don’t maintain for a moment that every 
piece of it was delivered through the mails 
but I do maintain that the well planned 
mail advertising is one of the most effec- 
tive forms of advertising there is, also its 
delivery direct BY MAIL is a contributing 
factor in this effectiveness. 


Maybe I’m old fashioned and the younger 
members of the “profession” are right in 
wanting to ditch the very thing that has 
made Direct Mail great. But I don’t 
think so. 


I sti'l maintain that the paper company 
had something which advertised years ago: 


“No women ever part the window 
curtains and coldly motion to the letter 
carrier to go away. Canvassers and 
salesmen often have to struggle to get 
one foot across the threshold. But 
whoever sees the postman’s uniform 
throws open the door and hurries out 
to get what he has brought.” 


Of course, you might argue that the 
postman also brings magazines and news- 
papers. The answer is yes, but there is 
quite a distinction between high type per- 
sonalized Direct Mail and_ publication 
advertising—ask Horace Nahm. 


May I close with a quotation from the 
advertising of another paper maker—how 
long ago you can judge by their figures: 


“Every hour in the day and every 
day in the year 1,500,000 pieces of mail 
matter go through the post office. 


“Here is the largest circulation in 
America—a medium reaching nearly 
everyone who knows his A B C’s— 
reaching them at the most opportune 
time of all, for the arrival of the mail 
is important in town and country alike. 
It is the time when the whole world 
listens.” 


This reporter is inclined to go 
along with Stuart Webb. What is the 
use of trying to change a name which 
has become very well established? 
In spite of Harrie Bell, and some of 
our other friends, Direct Advertising 
is still not a descriptive or completely 
understandable term. 


Bob Ramsay, however, reminds us 
that as far back as 1921 his book. 
published by Appleton, was titled 
“Effective Direct Advertising.” 


The sub-title read: “The Principles 


and Practice of Producing Direct 
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Advertising for Distribution by Mail 
or Otherwise.” 


Bob tells us also that while he was on 
the Board of Directors of the DMAA. 
he continually urged the dropping of 
“mail” from the name of the Associa- 
tion . . . but not successfully. The 
1rgument is still going on, but some- 
‘ody will have to find a better substi- 
‘ute than Direct Advertising. 


A NEW 
WORD FOR IT! 


Although a little late in getting 
around to reprinting it . . . we still 
like the letter from New Center 

Secretarial Service, 6432 Cass Ave- 
nue, Detroit 2, Michigan. Here it is: 


Dear Mr. Hoke: 


Ho hum, it’s Spring! There’s the garden 
to plant, the vacation to plan, and the 
perfect weather for play. But, heck, you 
can't ignore the customer. He must be 
contacted personally, effectively, regularly, 
and economically. 


Not a season for solving problems is it? 
But it’s a cinch there is no customer con- 
tact to equal the individually typed letter. 


Ever hear of “Autotyping”’? This is it. 
Like it? One hundred letters like this 
would cost you only $8.00. 


Come in and see the gizzmo work. 
Until then, 


NEW CENTER SECRETARIAL 
SERVICE 


C. Young 
Letter Shop 


(Signed) 


TIMELY 
THINKING 


A good job of timely letterwriting 
: . . . was sent to us by Bill Bonsib 
: (author of article in May REPorTER), 
331 U. S. National Bank Building, 


Denver. Colorado. Here it is: 
4 Dear Mr. (fill-in): 
The best man will win. 


Out of the “smoke-filled” rooms . . . the 
convention clamor . . . will come _ two 
presidential candidates. No political power 
can prevent the people from having their 
choice if they want a man badly enough. 


Tie ae ORNS 


In this country, the best man usually 





AUGUST 1948 


wins out—and so does the business that 
offers the most service to its community 

. the most profit to its customers .. . 
the most conscientious service: 


In the past year alone, 23 manufacturers 
of fine products in the Rocky Mountain 
area have employed this agency to handle 
their advertising in 137 national publica- 
tions and newspapers. 


We are as near to you as your telephone. 


Cordially, 
(signed) Bill Bonsib 


Short, well-written letter . . . that 
tied in nicely with the political con- 
ventions. 


DIRECT MAIL 
BUILDS BUSINESS 
FOR AUTO SERVICER 


Sometime ago, THE REPORTER 
heard that Pontiac dealers were 
getting some excellent results with 


Direct Mail. 


We wrote to Gerry Winter, Service 
Promotion Manager, Pontiac Motors 
Division of General Motors. . . asking 
him to give us a case history. He, 
in turn, wrote to several dealers. 
Here is a letter written June 11th, 
1948 on the letterhead of Hedges 
Pontiac, Inc., 3215 East Washington 
Street, Indianapolis, Indiana. It’s 
worth reading. Contains not only a 
pleasing testimonial for the medium 

. but sound advice on_ its 
application. 


Dear Mr. Winter: 


In answer to your inquiry as to the 
importance of Direct Mail in doing an 
outstanding customer labor job, I am of 
the opinion that it is impossible to do 
a good customer labor job without using 


Direct Mail. 


We at Hedges Pontiac are proud of the 
customer labor job we have done. It is a 
job that has grown from nothing in March 
of 1946 to an average of over $12.000 a 
month through 1947. I am sure that Direct 
Mail advertising is mainly responsible for 
this rapid increase. 


We have sent out 8,000 pieces of Direct 
Mail a month, every month, since March of 
1946. Every Pontiac owner in our zone of 


influence receives mail from us_ every 
month. 
Now after two years Pontiac owners 


continue to come into our service depart- 
ment their first time and mention the 
cards they have been receiving from us as 
their reason for giving our service a try. 


(Continued on page 30) 





MORE NEW 
MAIL ORDER 
CUSTOMERS 
in VOLUME for YOU! 
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, | 

One time-proven way to enlarge | 

your volume of Mail Order Sales | 

direct mail to Consumer is to put | 
your problem squarely up to 

| 

| 

| 
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MOSELY DEPARTMENTALIZED 
GROUP SERVICE 


| Experienced MOSELY Service 
| Departments leap into action as a 
| “team” to help you get NEW 
| MAIL ORDER CUSTOMERS IN 

VOLUME and to follow through 
| all the way, without fee or cost 
| other than regular list owner 
| rental addressing rates. MOSELY 
_ SERVICE will INCREASE YOUR 
| PROFITS! 


Write Dept. R-8 

















38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 


NEW MAIL ORDER CUSTOMERS 
IN VOLUME 
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How can you 
SELL them 

unless you 
TELL them? 





This Elliott Cardvertiser is the only machine in 


the world that both prints and addresses Post 
Cards and its speed is spectacular. 

The period of hard-to-get Merchandise is chang- 
ing to a period of hard-to-get Customers—an 
it is time for all business men to consider what 
and how they will advertise. 

Newspaper and costly mail advertising is dom- 
inated by big business. But if you have the ability 
to compile a mailing list and tell your seaey ona 
penny post card, this Elliott Cardvertiser will save 
your business because it will get hundreds of ac- 
curately addressed and perfectly printed post 
cards into your nearest mail box within one hour 
of the moment you conceive the thought. 


May we send you copies of letters showing how 

the Elliott Cardvertiser has saved and built many 

retail businesses selling exactly what you sell ? 
The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39. Mass. 




























[ believe that there is little value to 
Direct Mail when it is sent in a spasmodic 
fashion. It is the continual flow of mail, 
month after month, that keeps a customer 
thinking about your place of business. I 
believe that the dealer who keeps Direct 
Mail flowing to his customers, and pros- 
pective customers, will be repaid not only 
in a larger volume of customer labor and 
parts sales, but in new and used car sales 
as well. 

[ have found that Pontiac Direct Mail 
tells the service story in a pleasing and 
interesting manner, and at the same time 
calls the owner’s attention to new and 
used cars. 

We believe in the principles of Direct 
Mail advertising, and we believe that our 
continual use of it will keep our customer 
labor volume on an upward trend. 


Sincerely, 


(Signed) Bruce Land, 
Service Manager 


WHAT SHOULD 
THE SALESMAN 
LEAVE? 


Here is a question which came in 
to THE REPORTER from an adver- 
tising agency: 

Here is an intriguing question which 
came from one of our clients a couple 
of days ago, (1) “should salesmen leave 
with their prospects a piece of literature 


and (2) what kind of a piece should they 
leave”? 


This question might be expanded to 
include those situations where the sales- 
man does not see the prospect and wants 
to leave a record of his call. In fact, this 
may well be the most important use for 
such a piece. 


We gave this agency our personal 
opinion in a letter. But it is an inter- 
esting subject. If any readers of 
THE REPORTER have had experience 
in developing printed helps for sales- 
men, let’s have a letter or article on 
the subject. 


DOCTOR'S 
DIRECT MAIL 


Each year, for the past six years. 
Fisher-Stevens Service, Inc., 345 
Hudson Street, New York City 
has analyzed a typical New York 
doctor's mail. The new 1947-1948 
survey-report appeared in recent is- 
sue of “Medical Marketing,” h.m. of 
“Medical Economics,” Rutherford, 
Me oe for advertisers in the 


nadiod field. 
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Some interesting figures in the sur- 
vey. A total of 1919 pieces of Direct 
Mail received during the year... 
or 37 pieces a week. The most strik- 
ing fact revealed is that 14.2% of the 
mailings enclosed a sample . . . and 
19.4% offered one by means of a 
request card. A tremendous increase 
in sampling activity. 


April was most popular month for 
mailings, with October following. 
Month of least activity . . . July. 


Here’s a reproduction of the Fisher- 
Stevens table. It gives the complete 








annual breakdown over the past six 
years. Should interest every Direct 
Mailer . . . as trends can be given 
a more general interpretation. 





ADVERTISING 
IS A WASTE 
OF MONEY 


So says Ralph Logan, public rela- 
tions counsellor, 1406 National 








ANALYSIS OF ALL DIRECT-MAIL ADVERTISING RECEIVED BY 
A GENERAL PRACTITIONER DURING SIX ONE-YEAR PERIODS* 
PERCENTAGE OF TOTAL 
Year Year Year Year Year Year 
ending ending ending ending ending ending 
4/30/48 4/30/47 4/30/46 3/31/45 8/31/4410/31/42 
Type of advertiser 
Pharmaceuticals ....... 83.2 85.0 85.9 86.5 91.4 89.3 
Medical books and sub- 
scription letters ..... 4.3 3.3 2.1 2.4 3.4 2.4 ) 
Medical equipment and 
instruments ......... 1.7 1.1 2.0 14 8 18 
Miscellaneous — includ- 
ing sanitariums, chari- 
table appeals, depart- 
ment stores solicita- 
tions, etc. ........... 10.8 10.6 10.0 9.7 4.4 6.5 
100.0 100.0 100.0 100.0 100.0 100.0 
— of postage used 
rinted permit ........ 50.3 48.3 50.9 48.1 46.4 44.6 
Postage meter ......... 27.5 29.9 27.2 29.7 36.3 33.8 
ED cnc scueesce 7.1 7.6 8.6 7.7 7.3 6.1 
2i4c stamps ........... 0.4 0.4 1.0 2.3 1.9 3.3 
MED... wc snwesccs 2.1 3.8 4.0 4.9 2.5 1.9 
First-class ............. 3.9 2.9 3.0 2.1 1.5 2.5 
Government post cards . 8.7 7.1 5.3 5.2 4.1 78 
100.0 100.0 100.0 100.0 100.0 100.0 
Corner cards 
Usual style — name and 
return address in up- 
per left-hand corner 64.8 68.3 70.2 73.4 69.3 68.2 
Name and address on 
flap or reverse side 6.7 5.5 17.5 14.0 178 7.5 
P.O. box or street ad- 
dress used — to com- 
pany indicated... ... 5.4 4.1 4.3 3.6 6.0 6.6 
No corner card or return 
EE Ve eiciak beans 23.1 22.1 8.0 9.0 6.9 17.7 
100.0 100.0 100.0 100.0 100.0 100.0 
Broadsides and mailing cards 
RoR RE 3.0 3.3 2.9 3.2 4.4 5.0 
iid does 7.8 5.5 7.1 7.4 12.5 5.6 
Mailing cards ......... 8.8 9.9 9.9 8.1 58 6.3 
Government post cards 8.7 7.1 5.3 
Sample request cards enclosed 
Not prepaid ........... 2.1 2.8 2.3 3.7 4.3 10.2 q 
Business reply ......... 17.3 12.2 12.3 10.9 12.0 10.9 | 
hak dedi tiie aka sa 14.2 9.3 9.3 8.6 7.5 8.4 : 
Blotters (1 or more) en- : 
I nk td cedanhe . 146 15.5 15.4 15.8 16.5 15.5 . 
House magazines — month- . 
ly, bi-monthly or quar- ) 
Dn 6oue dh vekiwideasie 6.3 7.0 78 8.9 9.1 : 
not 
I, osc kc os ices 26.3 26.8 22.4 20.7 20.1 recorded 
*Based upon totals of 1,919 pieces of mail for period ending April 30, 1948; 1,774, 
April 30, 1947; 1,826, April 30, 1946; 1,263, March 1945; 1,062, Mareh 1944, and 1,028, 
October 1942. 
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Standard Building, Houston 2, Texas, 
in the first line of a recent letter to 
this reporter. 


| believe there is more money thrown 
.way in advertising than in any other one 
ning I know. The reason, because it is 
cot always GOOD advertising. The sales 
dea behind the advertising is not always 
ound or true about the service or product. 


Business deserves the same consideration 
su would give a diseased appendix. A 
pecialist is called—an operation is_per- 
‘ormed, the cause is removed, and the 
atient’s health improves. Just because 
he business exists doesn’t mean that its 
ead is a qualified advertising expert any 
iore than you or I would be qualified to 
emove our own appendix. 


It is safe to assume that a man who has 
spent his time and money in learning his 
profession is far better qualified to oper- 
ite than one who thinks he knows what 
it’s all about. That’s why I say, ADVER- 
fISING IS A WASTE OF MONEY unless 
it is in charge of a trained advertising man 
who has the ability to create distinctly 
different ideas, and steer clear of time 
worn ruts and beaten path ideas that are 
worth little or nothing. 


Advertising must be logical to get results. 
lt must be a sales relation and dealing 
with human beings it must be human .. . 
words in general are out . . . too much 
wordiness proves its unworthiness — 
boasting and exaggeration, like all untruths. 
have no place in trained advertising. The 
truth about a product or service should be 
told in a simple, straightforward way that 
leaves no room for doubt. 


Advertising is definitely valuable when 
it is scientifically treated, correctly planted 
and constantly nurtured with the right kind 
of vitamins. (Prepared by an expert, placed 
in the right mediums, given “4 S” care... 
SAFE — SANE — SOUND — SENSIBLE.) 
Such treatment produces definite and trace- 
able results. 


To make it even more clear let me refer 
you to a favorite parable of mine in the 
Bible . . . I like to call it the parable 
on advertising—Matthew, 13th Chapter: 


“Behold .a sower (business man) went 
forth to sow; and when he sowed (what 
he thought was good advertising) some 
seeds fell by the wayside (wrong medium) 


and the fowls came and devoured them up‘ 


(no results—needless waste of money— 
decision, advertising not worth a damn) ; 
some fell upon stony places (mediocre 
mediums), where they had not much earth 
(questionable background) ; and forthwith 
they sprang up, because they had no deep- 
ness of earth (proper vitamins), and when 
the sun was up (public woke up) they 
were scorched (scorned) ; and because they 
had no root (untruths, etc), they withered 
away. And some fell among thorns (doubt- 
‘ul mediums) and the thorns sprang up 
(In great numbers) and choked them 
(selves), but others fell into good ground 
(proven mediums) and brought forth fruit 
(results), some an hundredfold, some sixty 
‘old, some thirty fold (the results depend- 
ing upon the kind of seed, earth, and care). 
He who hath ears to hear, let him hear.” 


Thus, you have the parable of the sower 
. on advertising. 
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THINGS YOU 
NEVER KNEW 
TILL NOW... 


unless you spent too much time in 
school. 


“The letterhead should be printed 
in black or black and red. Other 
colors, suitable enough for adver- 
tising purposes, should not ordinarily 
appear on the letterhead . . . Use 
Yours truly with My Dear Sir. Use 
Very truly yours with Dear Sir. Use 
Sincerely yours with Dear Mr. Brown. 
... It is a good rule never to sign 
initials alone with the surname. Sign 
one given name in full with or with- 
out additional initials. The signature 
should be so arranged as to indicate 
responsibility for the letter. If the 
name of the company appears first, 
the company is responsible.” 


— from MopeERN BuSsINEss ENGLISH 
by A. Charles Babenroth. 


Reporter's Note: Above submitted by 
Howard Dana Shaw, 1524 Chestnut Street, 
Philadelphia 2, Pennsylvania with the nota- 
tion: “Don’t you think your readers should 
be told things like this?” Yes ... we do. 
Especially that this is sort of stuff still being 
taught from the textbooks. 


q 








PLAYING POST OFFICE 


(Continued from page 19) 


of permits to use precanceled stamps at 
the office where the matter is presented for 
mailing. If they have no such permit 
ordinary uncanceled stamps must be 
affixed, and the inscription “Sec. 562, 
P.L.&R.” obliterated. In all cases the 
requirements for mailing as non-metered 
matter, or with precanceled stamps affixed, 
must be met. 


“Matter bearing permit indicia or the 
inscription ‘Sec. 562, P.L.&R.’ must not be 
distributed otherwise than through the 


mails, and must not be used as inclosures. 
Permits will be revoked for such misuse. 


“Postmasters should, therefore, guard 
against the improper acceptance of matter 
of this kind.” 

As the 80th Congress gets ready to 
pass into history, we think you should 
know that it did find time, in spite 
of the pressure of really important 
legislation, to authorize the issuance 
of 22 commemorative stamps. Only 
three were authorized in the first ses- 
sion . . . but the second found time 
for nineteen, running all the way from 
one commemorating volunteer firemen 
to another in honor of the 100th An- 
niversary of the birth of Joel Chandler 
Harris, author of Uncle Remus. 











FREE! Increase readership 
® of your ads with 
LIFE-like EYE*CATCHER photos. 
Used by biggest advertisers. 
Nothing like them anywhere. 
100 new _. subjects monthly. 
Low Cost Mat or Glossy Print 
plan. Write for new FREE 
proofs No. 112. No obligations. 


EYE*CATCHERS, Inc. 
10 East 38th St., 





New York 16 


MAGIC WORDS 
That Sell by Mail 


Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 















When you 
need a 


BIRTH 
LIST 


SAWDON SELF-MAILERS 
THE 4-IN-!| UNIT FOR EVERY DIRECT MAIL USE 
OUTGOING ENVELOPE, SALES LETTER, 


ORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 








DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 








REACH—ALL 
Mailing “Lists on Labels’ 


$3.85 


Per M Addressed Labels 


A LIST FOR EVERY PRODUCT 
Send for Complete Catalog Today 


REACH ALL CO. 


209 E. 2nd St. New York 9, N. Y. 
53 W. Jackson Blvd. Chicago 4, Ill. 











It is important to 


consider mailing lists, 
postal regulations, 
mechanical processes, 
et. al., but first con- 
sider the competent 

' | creation of copy, art, 
and ideas! See: 

Hanley Norins 

|| THE FR: F-LANCER 


Rm. 701, -01 B’way 
ae: Ne v york 13 




















Have You Heard About 


Remington: Rand’s 


PLASTIPHOTER? 














SHORT NOTES 


(Continued from Page 5) 


> AN 8-PAGE BOOKLET titled, “What 
Direct Mail Can Do For You” was sent 
to us by Lloyd Day of RCA, Harrison, 
N. J. . . Provides many fine suggestions 
to sellers of RCA products . .. on how 
to handle a Direct Mail campaign. Em- 
phasizes Mailing List Control as impor- 
tant key to any Direct Mail campaign. 
A basic and easy-to-read summary of the 
advantages of this media. 


pp 


> SELF-MAILERS seem to be coming 
back . . . particularly among the larger 
companies. Just received some interest- 
ing examples from Caterpillar Tractor 
Company, Peoria 8, Illinois. Also, their 
current crop of 8'"x 11" booklets (each 
on a particular type of equipment) are 
most attractive. If anything . . . they 
are just a bit too professionally perfect 
for the market. 


Among other good examples of self- 
mailers this month ... a piece produced 
by Fetter Printing Company, 235 E. Wal- 
nut Street, Louisville 2, Kentucky for 
J. V. Pilcher Mfg. Co. Inc. (same city, 
manufacturers of compacts, cigarette cases 
and other metal jewelry). Sent to 10,000 
nation-wide customers . . . with excellent 


reported results. 
. J e 


> BURT ECKSTEIN, Associate Editor 
of “Feature” magazine, came over to 
tell us about his new publication. Should 
be of great interest to house magazine 
editors ... who can use outside features. 
“Feature” contains photos and 100-word 
descriptions of feature articles supplied 
by any one of the companies (RCA, 
General Foods, Shell Oil for example) 
underwriting this magazine. The h.m. 
editor may order ... at no charge .. . 
any of the stories advertised. If Reporter 
readers think they can take advantage 
of this service, write to Burt or ; 
Editor Bob Altshuler, Central Feature 
News, Times Building, Times Square, 
New York City. (See below.) 


&> “THE SECOND MILE” is the simple 
but well-prepared 73rd Annual Report of 
The Peabody Home, 1000 Pelham Park- 
way, Bronx 61, New York. In green and 
black, measuring 6x9" ... the 16-page 
booklet reports on this home for old 
ladies. Very well laid-out . . . with plenty 
of photographs of activities. Pictures 
and copy are black .. . captions green. 
A 3%"x 5”, simulated handwritten memo 
introduced the booklet. Whole presenta- 
tion in good taste. 


pp 


> “CUT PRODUCTION COSTS” is 
name of self-mailer broadside issued by 
Craftint Manufacturing Co., 1615 Colla- 
mer Avenue, Cleveland 10, Ohio. The 
piece shows what can be done with 
Doubletone Drawing Papers ... how a 
fully shaded drawing can be made and 
reproduced in full tone at straight line 
engraving costs. The artwork is drawn 
on the paper and the invisible shading 
screens processed in the paper are 
instantly developed upon application of 
special solution. Descriptive folder can 
be had on reauest. 


JJ, 


> ANOTHER NICE ANNIVERSARY 
booklet . by John H. Harland Co. 
(bank stationers), 419 Highland Avenue, 
N.E., Atlanta, Ga. Celebrates “The First 
Twenty-Five Years”. Sixteen pages, 8'2” 


x 11", blue and black. Very well handled. | 


Sales manager, Turner Goldsmith ex- 
plains . . . that each booklet was accom- 
panied by multigraphed letter. But where 
a very personal connection existed a 
special letter was written. It’s always 
been our contention that good trans- 
mittal letters enhance booklet mailings. 
Makes the recipient feel important. Adds 
the personal touch. 


JJ2 


>A NEW MODEL “MARGINATOR” 
(right margin justifier) designed to fit 
the proportional spacing Executive Model 
typewriter manufactured by International 
Business Machines Corp., has just been 
announced by the Marginator Company, 
2022 Glendale Blvd., Los Angeles 26, 
California. It makes possible the prep- 
aration of inexpensive typewriter com- 
position which simulates typeset copy, 
both in the appearance of the characters 
and the justification of the right-hand 
margin. 


pp 


> THE INTERNATIONAL COUNCIL 
of Industrial Editors have found, by a 
survey, that $108,849,752 is being spent 
annually to publish some 6,000 business 
magazines. The combined circulation 
of these house organs has climbed to 
48.282.900 a month, or more than double 
the combined circulation of the country’s 
four leading general magazines. Further 
proof, perhaps, that some of those pub- 
lished figures on Direct Mail volume 
are... all wet. 


&> A PICTURE TOUR of the Permanent 
Mold Foundry of Eaton Manufacturing 
Company, Vassar, Michigan is provided 
in their beautifully illustrated booklet. 
It’s a lithographed, 8%"x 11", 32-page. 
3-color job. First few pages show old 
photos of the company at its founding. 
The remainder consists of colored pencil 
drawings of each department of the plant. 
Nice cover too. 


JJ 


> USERS OF DIRECT MAIL want 
quick service today . especially in 
matters concerning lists. Herb Odza of 


Dunhill List Co., 565-5th Ave., New York 
17, N. Y., is doing something about it. 
He’s opened an office in Atlantic City, 
N 


. J.; Washington, D. C.; Cleveland, 
Ohio; and Havana, Cuba . with a 
man in each city. 
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> HARRIS-SEYBOLD COMPANY, 4510 
East 7lst Street, Cleveland 5, Ohio, has 
again come through with a dramatic piece 
of showmanship. A 10” x 12%", 6 page. 
3-wing french-fold brochure. Called 
“keeping faith with an industry,” it 
announces the new models of their 42 x 58 
and 50 x 72 offset presses. The brochure 
was lithographed in four colors, with 
reproductions of their presses inside. The 
center page has a die-cut slot holding ten 
7%” x 914” photo-like prints which con- 
tain individual blow-ups and (on back) 
specifications of various features of the 
new models. Certainly is different . 
and well executed, too. The ten photo- 
like prints were run on one large sheet 
of heavy coated paper then cut 
apart. What looks like an involved, 
intricate job was merely a two sheet run. 
Good planning. 


JT) 


>» AN INSURANCE COMPANY that 
consistently plugs Direct Mail . . . The 
Central Manufacturer’s Mutual Insurance 
Company, Van Wert, Ohio. In_ their 
house magazine, “The Centralizer”, the 
story of Miami Representative Gwynn is 
told . . . including a paragraph about 
his Direct Mail operations. Says “returns 
have often run as high as 25% 
though 5% is considered good”. 
We'll say! 


Good 2 


JJ 


> THE 27TH ANNUAL CONVENTION 
of the Mail Advertising Service Asso- 
ciation International will be held at the 
Bellevue-Stratford Hotel, Philadelphia. 
September 26-27-28-29, 1948. General 
Convention Chairman is S. Mayer Feld- 
enheimer of C. E. Howe & Company. 
Philadelphia. 


These convention dates were selected 
for the benefit of delegates who will wish 
to stay over for the convention of the 
Direct Mail Advertising Association which 
will also be held in Philadelphia, at th: 
Benjamin Franklin, beginning September 


29, 1948. 
(Continued on page 34) 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING SERVICE 


Se Groodt and Associates, Inc....... 8729-78th St., Woodhaven 21, N. Y. Plummer Letter Service 
ADDRESSING-TRADE Willis Services “eee eee ee 
napins Typing Service........ 68-12 Roosevelt Avenue, Woodside, N. Y. 
Ws 60th dwcadendasendceéeeneer 3902 - 9th Ave., Brooklyn 32, N. Y 
ART, COPY & LAYOUT SERVICE 
famiew BOORMB. cc ccccccccces Rm. 701, 401 Broadway, New York 13, N. Y. 
George R. Bryant...... 
BOOKS D-R i i 
“raphie Books, Inc...............:. 17 East 42nd St., New York 17, N. Y. oat Gan dene 
CARDVERTISER B. J. Eller... .......00. 


he Elliott Addressing Machine Co..127 Albany St., Cambridge 39, Mass. 


DIRECT MAIL AGENCIES 


MAIL ADVERTISING SERVICES (Cont.) 


Pere tT Terr Te Box 294, Chillicothe, Missouri 
iin taeda ie 33 West Hubbard St., Chicago 10, Ill. 
Woodineton Mail Adv. Ser., Inc........ 1316 Arch Street, Phila. 7, Pa. 


MAILING BOXES & CONTAINERS 


The Mason Box Company........... ee ee Attleboro Falls, Mass. 


Industrial List Bureau 
Willa Maddern......... 


MAILING LISTS 


Séneheweeue 55 West 42nd St., New York 18, N. Y. 
iieddenmkemmsel 80 Broad St., Boston 10, Mass. 
iG ces dh ome 565 Fifth Ave., New York 17, N. Y. 
, tt stienkedahdaakésemets 1000 Sutter St.; San Francisco 9, Calif. 
Fisher-Stevens Service, Inc......... 345 Hudson St., New York 14, N. Y. 
biéecenudsacuwas 45 Astor Place, New York 3, N. Y. 
ene Pee 215 Fourth Ave., New York 3, N. Y. 


» H. Ahrend Company, Inc........ 325 East 44th St., New York 17, N. Y. J. R. Monty's Turf Fan Lists 201 East 46th St., New York 17, N. Y. 
rtwil Company............++seeees 22 West 48th St., New York 19, N. Y. Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
/ill Burgess and Company.......... 386 Fourth Ave., New York 16, N. Y. W. S. Ponton, Inc.....635 Avenue of the Americas, New York 11, N. Y. 
EE Ge Bs Eide sc ccccecsceses 633 N. Water St., Milwaukee 2, Wis. Reach-All Company................-. 209 E. 2nd St.. New York 9, N. Y. 
aD SE, SN, cc ccceswecevseenn 30 Irving Place, New York 3, N. Y. f arses 90 Fifth Ave.. New York 11, N. Y. 
2eply-O Products Company....... 150 West 22nd St., New York 11, N. Y. 

Philip I. Ross Company............ 38 East 57th St., New York 22, N. Y. METERED MAIL EQUIPMENT 

rested Sales Producers, Inc....... 131 West 53rd St., New York 19, N. Y. Pitney-Bowes, INC... ccccccccccccccccccccccccccces Stamford, Connecticut 


DIRECT MAIL TRAINING COURSE 


PAPER MANUFACTURERS 























OMS TGR. oc cccccsvcccesescoceses 17 East 42nd St., New York 17, N. Y. International Paper Company..... 220 East 42nd St., New York 17, N. Y. 
ENGRAVERS The Mead Corporation................ 230 Park Ave., New York 17, N. Y. 
ioneer-Moss, INC...........ccccccs 460 West 34th St., New York 1,N. Y. Rising Paper Company...............+- West Springfield, Massachusetts 
. ENVELOPES PHOTOGRAPHS 
American Envelope Mfg. Co......... 26 Howard St., New York 13, N. Y. Te GE, BBs o.oo cc vncctescenes 10 East 38th St., New York 16.N. Y. 
Atlanta Envelope Company.......... Post Office Box 1267, Atlanta 1, Ga. 
Cupples-Hesse Corp....... 4175 N. Kingshighway Blvd., St. Louis 15, Mo. POSTCARDS 
Samuel Cupples Envelope Co., Inc...... 360 Furman St., Brooklyn 2, N.Y. Reba Martin Kolorcards.......... 145 West 45th St., New York 19, N. Y. 
Ce By Mo 00 he400sesessesee 380 Capital Ave., Hartford 6, Conn. 
Direct Mail Envelope Co., Inc....... 15 West 20th St., New York 11, N. Y. PRINTERS & LITHOGRAPHERS 
Massachusetts Envelope Co.......... 641 Atlantic Ave., Boston 11, Mass. Brooklyn Press........+++++++++0: 335 Adams St., Brooklyn 1, New York 
rhe Sawdon Company, Inc...... 480 Lexington Ave., New York 17, N. Y. Excello Press, INC.......cccccces 400 North Homan Ave., Chicago 24, Ill. 
rension Envelope Corporation....... 345 Hudson St., New York 14,N. Y. ER PHE 
United States Envelope Company.................. Springfield 2, Mass. Ahrendt. Inc me > or Ave.. New York 14,N. Y 
The Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio amt aaa Rei lain lade nahi A? , ae 
HAND COLORING TYPE FACES 
Reba Martin, Inc................. 145 West 45th St., New York 19, N. Y. American Type Founders Sales Corp............+.++++: Elizabeth, N. J 
MAIL ADVERTISING SERVICES TYPEWRITERS 
Advertisers Mailing Service.......... 915 Broadway, New York 10,N. Y. WarieTURO? . cccccccecess 333 Avenue of the Americas, New York 14,N. Y. 
Graphic Letter Service............. 62 West 47th St., New York 19, N. ¥ ? 
Sethe GOO, TAG. s cocci scccsccess 216 East 45th St., New York 17, N. Y. VACATIONS 
Kent Associates, INC..........eeeeee8: 30 Irving Place, New York 3, N. Y. Happy Acres Vacation ClUD....... ccc cee ee ee eeeees Middlefield 1, Conn. 
CLASSIFIED ADS FOR SALE MULTIGRAPHING SUPPLIES 
5 MULTILITHS. Excellent Condition. | RIBBONS, INK AND SUPPLIES for the 


Rates, $1.00 a line — minimum space, 3 
lines. Help and Situation Wanted Ads— 
0c per line—minimum space 4 lines. 





ADDRESSING 





LISTS FREE. Addressing $3.50 M less 
20% brokerage. Speedaddress by Speed- 
amatic, PO Box 146 L.LC. 4 N. Y. 


ADVERTISING AGENCIES 
SELL YOUR PRODUCT BY MAIL with 


pulling direct selling ads in newspapers 
and magazines. Publishers’ rates all pub- 
lications. Martin Advertising Agency, 15P 
E. 40th St., New York 16. N. Y. Est. 1923. 











DIRECT MAIL LETTERS 





LETTERS BY GEORGE! Really sell. Cost- 
plus plan insures better returns. Results 
cuaranteed. Dartnell Better Letter Award 
winner “47. Geo. Feltner, Box 4207, So. 


Station, Denver 9, Colorado. 





FOR SALE 


29 L. C. SMITIT STENCIL CUTTING 
MACHINES. Series 2030000. Perfect con- 
dition. $150 each. Tradetype. Inc., 24 
South Grove St., Freeport. N. Y. 





Streamlined models, new appearance, 
original finish. High Serial Numbers. 
Four Model 1250, Ser. #384789, etc: Two 
Model 2066, Ser. #368775, etc. Low 
Prices. Ready to Ship. Federal Identifica- 
tion Company. 1910 Classen, Oklahoma 
City, Okla. 











AUGUST 1948 


LISTS WANTED 





SOMETHING WANTED. Mailing list of 
girls, ages 15-25, metropolitan area, New 
York, also New Jersey and Connecticut. 
Any number. Will rent or buy outright. 
Please describe list. Box 82, The 
Reporter, 17 E. 42d St., New York 17. 





MAILING LISTS 





10.000 WOMEN MAIL ORDER BUYERS. 
Active Customer List. For full details 
write: George Lenhoff, Lincoln 8, Nebr. 





POST CARD ADVERTISING 





IF YOU would like to see a SAMPLE 
of a PENNY post card that is doing a 
WHALE of a SELLING JOB (may even 
sell you) write The House of Dyal, 30 Irv- 
ing Pl., New York 3, N. Y. No obligation, 
and NO FOLLOW-UP unless requested. 











Multigraph, Dupligraph and Addressograph 
machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, IIl. 





SITUATION WANTED 





PROMOTION MANAGER AVAILABLE. 
Seasoned direct mail campaign creator who 
recently doubled mail sales national news 
magazine. (29M -66M ABC NET PAID). 
Thoroughly experienced: lists, letters, 
booklets, production, rough layout, sales 
correspondence, supervision. Successfully 
mail sold book, business-financial services. 
Box No. 81, The Reporter, 17 E. 42d St., 
New York 17, N. Y. 





SPECIAL 
IF YOU LIKE THIS ISSUE... and if 


you are not a regular reader of The Re- 
porter, you will be doing yourself a big 
favor by subscribing now. Rate $3.00: 
Special Two-Year Rate $5.09. The Reporter. 
17 East 42nd St., New York 17, N. Y. 








VARITYPING 





LAUDER BROS. Day and Night Service. 
WaAlker 5-7931. 171 Bowery, New York 2, 
ah # 
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> THE PRETTY YOUNG thing above is 
using Pitney-Bowes’, Inc. (Stamford, 
Connecticut) new desk model letter- 
opening machine. Called the LH “Mail 
Opener” ... it makes available to small 
businesses many of the advantages of 
larger automatic machines. To work 

push down lever like the girl friend is 
doing . . . and it snips off a thread-like 


envelope edge. 


> ANOTHER INTERESTING annual 
report ... from Lehigh Navigation Coal 
Company, Inc., Lansford, Pa. . . . In 
place of dry, uninteresting, black-and- 
white presentations more and more com- 
panies are making an effort to spruce up 
their reports .. . with easier-to-read copy. 
colorful pictures and diagrams. Lehigh’s 
is 24 pages, 7°x 10” and in four colors. 
Centerspread has pictorial diagram of 
coal mining area. The report gives a 
clear picture of the company’s activities 

. . as well as the important financial 


figures. 
JJ 


> “MESSAGE FOR MILLIONS” is name 
of a 16 page, 594”x 84”, two-color book- 
let. Published by Foster and Kleiser 
Co., Eddy Street at Pierce, San Francisco 
19, California . . . its purpose is to show 
importance of advertising in general and 
outdoor advertising in particular. Very 
clever layout, using blue in reverse for 
illustrations . . . and overprinting copy 
in black. Effective piece of work. 


JJ2 


& THE SECOND EDITION of the An- 
thology of the Phoenix Flame is now 
out. A big book ... 8%" x 11” and 
¥g thick. Edited and published by 
Harry Higdon. 6933 Crandon Avenue. 
Chicago 49, Illinois. Illustrated by Elmer 
Jacobs. Contains 101 short stories, articles. 
editorials and essays, and 41 illustra- 
tions. There’s a supplement containing 
hundreds of ideas for covers, titles, 
indices and inserts from back issues. 
From an expert like Hig, should interest 
all house magazine editors. Price $6.25. 
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» THIS REPORTER is always intrigued 
by those simulated handwritten trans- 
mittal memos attached to a printed book- 
let. Seems to add “urgency” to an other- 
wise routine piece. Latest good example, 
a 4%4,"x5\%” handwritten memo on plain 
white paper attached to New York Times 
booklet analyzing New York’s new and 
used car market. 


pp 


> DORVILLE CORPORATION, 1420 
Walnut Street, Philadelphia 2, Pa. is sell- 
ing its advertising services by means of 
a rich looking, 842"x 11”, 16-page booklet. 
Being sent only to prospective, top-drawer 
executives. No bulk mailings. Booklet 
shows what makes Dorville tick. Four 
pages of photos assist copy. . . by pictur- 
ing personnel and facilities available to 
customers. Copy explains difference be- 
tween Dorville and regular advertising 
agencies. 


Another on similar glamorous lines .. . 
“The Science and the Art”... issued by 
L. W. Frohlich & Co., specialists in 
medical and scientific promotion, 56 East 
52nd Street, New York 22, N. Y. Solid 
black laminated cover, with title label 
tipped-on, 71%4"x 95%", cord-bound, 16 
pages. Left-hand pages devoted to full- 
page bleed photographs of offices .. . 
right-hand to copy. Both booklets are 
tops in designing. 


app 


> ANOTHER BANK is getting away 


from old-fashioned stodgy annual reports. 
The Old National Bank of Evansville, 
Indiana, has just issued a “tell all” finan- 
cial report. It takes the usually indefi- 
nite elements of an annual report and 
breaks these down into specific instances 
of dollars-and-cents business in definite 
categories and the number of persons, 
transactions, dollars, or units involved. 
It demonstrates exactly what the Old 
National Bank does in its business in 
the community—and reports what part 
this business is in relation to all the 
bank functions. A 6” x9”, 16 page, 2 
color Keller-Crescent job. Stitched on 
short side. Beautifully designed and 


illustrated. 


»> MILES KIMBALL, President of the 
Mail Advertising Service Association, 
International, has completed his line-up 
of committee chairmen for the 1948 
Convention at Bellevue-Stratford Hotel in 
Philadelphia, September 26 to 29th. 

General Chairman, S. Mayer Felden- 
heimer, C. E. Howe & Co., Philadelphia; 
Program, Harry I. Berle, Direct Mail 
Service, Cleveland, and Merral A. Fox, 
Fox Advertising Co., Baltimore; Atten- 
dance Promotion, Herbert G. Ahrend, 
D. H. Ahrend Co., New York City; 
Awards Publicity, Robert Vander Pyl, 
Advertising Letter Service, Detroit; 
Creative Awards, Lewis Kleid, Mailings, 
Inc., New York City; Mechanical Awards, 
Louise Storz, Lettercraft, Chicago; 
Mechanical Exhibits, Bert Osborn, Syra- 
cuse Letter Co., Syracuse, N. Y. 


& A GOOD STORY in May-June “Shell. 
Progress” tells how a Shell dealer uses 
Direct Mail to reach his customers .. . 
by using the Shell Local Advertising 
Plan, consisting of monthly post card 
mailings. Seems that more and more 
companies are encouraging (and some- 
times supplying) Direct Mail campaigns 
for their retail outlets (see Sylvania story 
in July Reporter). Gives the dealer 
added advertising power . . . by tie-in 
with national space advertising. 


JJ, 


> THE MILWAUKEE JOURNAL re. 
cently conducted a test with question- 
naires . . . and discovered that colored 
questionnaire forms got better returns 
than white ones. A conclusion published 
about ten years ago in THE Reporter, 
thanks to Leonard Raymond of Boston. 
Confirmed frequently since. Trouble with 
Milwaukee Journal’s test . . . copy was 
not exactly alike on the two forms. No 
test is conclusive if more than one ele- 
ment is tested at a time. 


JJ. 


> LINE MATERIAL Company (makers 
of electric transformers) have done a 
terrific job of public relations .. . in 
their two-color, 24-page, lithographed 
booklet. Distributed at an open house for 
Zanesville, Ohio citizens . . . its purpose 
was to change a not-so-hot attitude by 
the townspeople toward the plant. Result 
. . . two long and favorable editorials 
in the local press and a new warm 
relationship in town. Shows how good 
Direct Advertising can counteract un- 
favorable publicity or prejudices. 


pp 


> REMEMBER OUR ITEM of a few 
months back about the inept insurance 
salesman deluging a new prospect with 
a one-shot mailing filled with too many 
circulars? Then telephone calls, ete. 
George Kelley, director of sales publi- 
cations, New York Life Insurance Com- 
pany, sent us March issue of NYLIC 
Review, wherein our story was printed 
as a warning to use the tactful approach 
in both mail and personal selling. 


JJ2 


> THE EIGHTEENTH ANNUAL RE- 
PORT of the Rheem Manufacturing Com- 
pany, 11 West 42nd Street, New York 
18, N. Y., is a beautiful 84%” x 11” book- 
let. Nice color work on varnished cover. 
Well laid out, not crammed to covers 
with unnecessary information . . . explains 
all that stockholders would want to 
know. Also included a 4 page 
color insert introducing a new Rheem 
product. Good advertising. The Mengel 
Company, 1122 Dumesnil Street, Louis- 
ville 1, Kentucky, in their 49th Annual 
Report, also came out with a colorful 
good looking booklet. Same size .. . 
three colors. Both a credit to their 
company. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Advertising Director — 
BOYS’ CLUBS OF AMERICA says: 


“We are appreciative of the fine work your 
organization has done for us over the years in 
connection with our mailings. The quality 

of work is excellent. Your adherence to 
schedules and your willingness to work closely 
with us in our planning has, in great 
measure, been responsible for the smoothness 
with which our mailings have been kept 
moving. Will you thank those of your staff 
who have had anything to do with this? 

We want them, too, to know we 

appreciate their interest.” 
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Write for interesting free illustrated 
brochure — “Men At Work” 


‘Gray Serves 
he Nation 


Prominent organizations, like Boys’ Clubs of 
America, reach deep into the consciousness of the 
nation through the medium of the mails. 













For them, efficiently administered mail promotion 
assumes exceptional importance as a tool to 
maintain high levels of public interest, membership, 
subscription and sponsorship. Many of them 
depend upon the highly developed lithographing, 
printing and lettercrafts facilities of 

James Gray, Inc. to serve their mailadvertising needs. 





James Inc. 


Mailadvertising Masterminds 


LITHOGRAPHERS LETTERCRAFTSMEN PRINTERS 


216 East 45th Street, New York 17, N. Y. * MUrray Hill 2-9000 


AMERICA HAS.COME A LONG WAY IN THE PAST FIFTY 


‘Pick Me Out A Nice Brown Loaf, Chris!” 


He picked it out—by the touch system! One 
loaf after another he handled, pinched, poked, 
put back. And he did the same for all his good 


customers! 


eer 


[he bake shop’’ has grown up! How that 
housewife of the 1890’s would envy the house- 
wife of the 1940’s—who has a nice brown loaf 
often delivered right to her door, yet untouched 
by human hands. Protected by paper—bakery 
products reach the tables of America as clean, 
fresh and delicious as when they left the oven! 


During the 50 years of International Paper 
Company’s existence, the paper it has made has 
contributed much to the quality and safety of 
the nation’s diet. Cups for cakes, plates for pies; 
wrappers, liners, containers of all kinds— made 
from International paper—all add up to better 


food, cleaner food and more leisure. No wonder 
the American family today can have its cake 
and eat it too! 


Paper-makers, as always, are looking ahead; 
planning even better paper for the next even bet- 
ter half-century! International Paper Company, 


220 East 42nd Street, New York 17, N. Y. 
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